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HOW TO SELL CULTURED PEARLS—SEE PAGES 90-109 




















REFLECTION FLAIR HERITAGE SPRINGTIME DAFFODIL REMEMBRANCE 


6 reasons why 
1847 Rogers Bros. 
attracts twice as many prospects 


Here they are... the beautiful patterns and the most famous trademark in 

silverplate. No wonder 1847 Rogers Bros. attracts twice as many prospects! 
See your Approved Wholesale Distributor for our current merchandising 

plans. He’ll show you how they mean more sales... more profits for you. 


1847 ROGERS BROS. 


America’s Finest Silverplate 
Made only by The International Silver Company, Meriden, Conn. The Silver City 





there’s a difference 
in diamond 


The man may pay for her diamonds, 
but she's the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection. 
All top values in whatever 
quality, shape or size diamond 
she desires. 
These selections are available 
on memo from William Levine 
to make your store the diamond 
center of your community. 


Model wearing 12 ct. fF 
diamond ring 
with 2 pear-shape 
diamonds and G0 ct. 
diamond necklace. 
Available on memo. 


=vine Co mpany 
‘agomess and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Iinois... Phone CEntral 6-3700 
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The strange and laborious process where- 
by man helps the lowly mollusk create 
cultured pearls is told in a JC-K section, 
“Beauty from the Sea," beginning on 
page 90. Our cover symbolizes the deep 
sea creature which produces these glori- 
ous gems... . If you're puzzled about 
the new trend which finds banks getting 
in on the credit-card game, read ‘Should 
| Join a Bank Consumer-Credit Plan?" 
page 60. 
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WHAL 
MAKES 


‘SLEEPER’ BIAGe) 


Every now and then, a sterling pattern 
that’s enjoyed quiet popularity for many 
years suddenly begins to move! WHY? 
Frankly, we don’t know...but it’s hap- 
pened with our Meadow Rose sterling 
pattern. Naturally, we're happy with the 
increased sales of Meadow Rose. But 
we re curious, too! Why is it moving? Who's 
buying it? 

Meadow Rose was a popular pattern 
for the Watson Company...now a part of 
Wallace Silversmiths...for many years. 

Last Fall, we added Meadow Rose to 
the Wallace line of sterling flatware, and 
included it in our consumer advertising. 
Word has come back that more and more 
women are buying Meadow Rose. The 
older women are purchasing fill-in pieces 
... prospective brides, complete place- 
settings. 

Now that our “‘sleeper” has become a star, 
it deserves star billing...and that’s what 
we're giving it. So this Spring, Meadow 
Rose is featured in: Seventeen, House 
Beautiful, The New Yorker, plus every issue 
of Brides, Modern Bride, Bride and Home. 

Why don’t you give it star billing, too? 
If you haven't had Meadow Rose in stock 
before, order now. If you do carry the pat- 
tern, be ready for increased fill-in sales... 
NEW sales. Promote Meadow Rose as the 


traditional sterling pattern! 


WALLACE] » 
SILVERSMITHS| VW 


.., at Wallingford, Conn. since 1835 
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MEADOW ROSE $35" 
the newest star in the Wallace line 


"6-pe. place-setting incl. Fed. tax 








Sessions new Miracle Movement 
revolutionizes cordless electric clocks in one sweep... maintains perfect 
accuracy by automatically adjusting its own speed as no other clock can! 


At last! A perfected cordless electric clock! ACCURATE EVEN IF BATTERY VOLTAGE CHANGES! ACCURATE 
EVEN IF MOTOR LOAD CHANGES! ACCURATE EVEN IF GEAR LOAD CHANGES! ACCURATE EVEN AS 
LUBRICATION IS DISSIPATED! Ordinary cordless electrics cannot maintain this accuracy because they lose time 
as the battery runs.down, as gears wear, as dust accumulates, as lubricants are dissipated ... and they gain time tf a 
new battery is installed that feeds the clock more power than it was adjusted for at the factory! The Sessions Miracle 
is the only clock movement on earth that automatically compensates for these changes to maintain perfect accuracy! 











FOR EXPERTS ONLY: The Sessions Miracle Movement makes use of a revolutionary principle first discovered in the 
development of timers for guided missiles. It does away with the escapement entirely. Unlike the escapement which 
acts either as a brake on the motor, or serves as a ratchet drive, this exclusive million-dollar patented device governs 
the electrical input to the motor. It automatically compensates for any changes in motor speed due to whatever cause 

. keeps the clock running in perfect time, all the time as no other movement can. It is made only by the Sessions 
Clock Company, Forestville, Connecticut ... the company that’s starting a revolution in time! 


SASSI ONS MIRACLE MOVEMENT! 
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another big advantage you get with K&B... 


INFINITE VARIETY OF 


these 12 findings can 
produce 36 ring styles! 


our hundreds of 
findings will produce 
thousands of styles! 


"No. 106747079 
Wed. iis No. 45/47079 (lock) 


Wed. ~ “108 We offer mant ; 
"yal Vole f diamond rings the eile! 
aconomical means of producing a 
awa more benttital line of rings. 


Remount business, too, can be handled 
with a minkietii of etock of findings 
because of the great variety of styles 
possible with few components. 

And remember. Quality is basic with 
K&B products. Our tradition of striving 
for perfection in every detail is our 
constant guide. A “Perfect Finding" 
makes a finer ring. 


—— h* 
Ms ‘i Ring 
No. 190/47067 
Wed. Ring No. 48/47067 


Mr. Jeweler... 


Mountings are a key motivating cer 
ee id selling. A fine diamond — | 
deserves a K & B mounting 


. r Ww oe al Eng. Ring 
Setting No. 162 Shank No. 47089 ———" No. 162/ 747089 
Wed. Ring No. 48/47089 


N EWEST CATAL A ye JE? 











wae 


Seitz Ruby Shock magnified 30 times 


Shockproofing by Seitz....... 


Two reasons why you can make this 





Seitz Ruby Shock, the simplified shock 
absorber system, withstands the most 
violent action, reduces 

friction to a minimum, 

and completely protects 

the balance staff. The 

convex tapering balance 

jewel acts as a self-cen- 

tering bearing and brings the bal- 
ance staff back to its regular position 
every time. And, because of the 


large diameter of the jewels, they provide 

an unusually large oil sink. 

The pivots are never thirsty. What’s more, 

since ruby jewels are unaffected by air, 

and therefore can’t oxidize, their function- 

ing can never be impaired. Another thing, 
the great simplicity of the system 
makes it easy to be cleaned and 
oiled. No wonder Croton has gone all 
out on the Seitz Ruby Shock for 
these two popular watches. 


On the waterproof side ... the very 
name Croton means expert! We've been 
thinking, planning, designing, testing, pro- 
moting waterproof watches for almost a 
century. 80% of our production goes into 
waterproof watches. We’ve made water- 
proof watches for every special need... 
and no matter how delicate looking we’ve 
made em, they've never been known to leak. 
With this background . . . plus the 
Seits Ruby Shock, it’s no wonder we 





6 
- ‘, ae i ’ 
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CROTON 
WATERPROOF 


NIVADA GRENCHEN 


Waterproofing by Croton: 


great money-back offer! 


can give you the go-ahead on these 
watches: Tell your customers to wear one 
for 90 days. Treat it rough. If it doesn’t come 
through like we say it will, they can have 
their money back, every penny. And we'll 
stand behind you every inch! Stock these 
watches now. Watch ‘em move. 


Futura for ladies, Sentry for men: 
Both 17-jewel, waterproof,* shock-resist- 
ant, with a guaranteed unbreakable main- 
spring and balance staff, and an all stain- 
less steel case with bracelets to match. 
Retail $49.95 each. 


*provided case unopened, crystal intact 


To meet demand, these watches will be flown regularly from Switzerland by KLM Royal Dutch Airlines. 


CROTON’ NIVADA GRENCHEN 





— 
CROTON WATCH CO., INC. JCK.-5 
404 Fourth Avenue, New York 16, N. Y. 


Please send me the following Croton watches: 
____Futura (Keystone) 36.80 
__— Sentry (Keystone) 37.20 


(Keystone 33.80 each with the purchase 





of 5 pieces for this promotion only.) 


NAME 


PLEASE PRINT 


STORE NAME_ 


ADDRESS_. 


CITY. 
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} 








FROM EVERY ANGLE 


IS ALIVE WITH 





PRECIOUS 


BEAUTY 


. Q01 N. 19TH STREET, PHILADELPHIA 30, PA. 
a Ae 
Be right with Opalite all year "round. America’s finest stores feature Opalite: Pins in Sterling or Gold-Filled; Pendants and 
Earrings in Sterling, Gold-Filled, 10 Kt and 14 Kt, White or Yellow Gold. Distributed by leading wholesalers everywhere. 
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LLOYD'S BY 


POLISHOOK 


REDUCES YOUR INVENTORY. 


INCREASES 
















YOUR 
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-LOYD’S SS or eames 
3ASIC | . SY SSS jet 4s 
YEDDING RING WN ieee 


NVENTORY 

-ONTROL 
[RAY us 
S THE RESULT Your customer knows what she wants — The exclusive Lloyd's tray contains an 
JF MANY YEARS especially in wedding rings. We have tbsolute complete selection in your bre nl 


~ 


IF RESEARCH. put tozether a wedding ring tray for nm f butter ret 11 price range from %. 99 

you that acts as a salesman and a to $37.50. Styles are exchangeable, guarante: 
Ss babiiarel merchandiser. . all in one! Here are 12 to move out of vour store or we will excl mg 
yotual over-the-counter of the best-sellers 1n wedding rings. . the rnactive numbers for faster moving weddit 
xperrence of hundreds arranged in size, beautitully pre- rinos. YOU ARE NEVER STUCK. There 1s aL! 
pe atlets, (he dary sented and just right for your customer’ salesman in your territory who 1s glad t 
feports of our salesmen (Te cxeiniten price a hl Ce aa ae} edt oan 
wnd our merchandisers. 5 es 5 * oes s Sé n 
Whis is the result — 96 
a : 


hat will sell! 4¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS — RIGHT! 


K. POLISHOOK & SON CORP. 
216 East 45th Street, New York 17, N. Y. 
( O ~ p Gentiemen: 
& ° Please send me more information on your 
wedding ring tray. 


ANUFACTURERS OF ‘EVERYTHING IN RINGS’’ SINCE 1898 


216 East 45th Street, New York 17. N.Y. MUrrav Hill 7-1664 











tor Style and Quality 


POPULARLY PRICED... 


for Ladies and Gentlemen 


TON 


movement. 


Complete Swiss or White. 


dm portation 





A Watch any man will wear 
with pride. Automatic, 
no winding. 25 Jewel HIL- 
with 
breakable mainspring and In- 
cabloc. Available in Yellow 


needs 


un- 
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The ORBIT WATCH has 
seen to be appreciated. The mov- 
ing outer rim of the dial marks 
the seconds and creates an_illu- 
sion that enchants the wearer and 


Pat. No. 184270 


Something different in the way of a beautiful Watch, 
for ladies and gentlemen, typifying the space age. An 
original missile model that will appeal to style con- 
scious America. 17 Jewel HILTON movement, in 


Yellow or White. 


mystifies the on lookers. 





A Gem of a 
Watch. Petite, to 
grace a Lady’s 
wrist. 17 Jewel 
HILTON move- 
ment, Anti-Mag- 
netic. Available 
in Yellow 


White. 


oT 


with White or Black face dial and 
a 17 Jewel HILTON movement. 


to be 


Silver 





A fine Ladies’ 
Watch, with style 
and quality. A 17 
Jewel HILTON 
movement, anti- 
magnetic, and un- 
breakable main- 
spring. Available 
in Yellow or 


White. 


IT PAYS TO FEATURE THE COMPLETE HILTON LINE FOR STYLE AND QUALITY. IF IT’S NEW—HILTON HAS IT. 


AT BETTER JEWELERS EVERYWHERE. PLEASE CONTACT YOUR NEAREST DISTRIBUTOR. .. 


HILTON WATCH CO. 
76 West 47th Street 
New York 36, N. Y. 


HILTON WATCH CO. 
29 East Madison 
Chicago, Ill. 


NEW YORK 36, N. Y. 


NATIONAL WATCH CO. 
724 South Broadway 
Los Angeles, Calif. 


HILTON WATCH COMPANY, 


Your customers have seen HILTON WATCHES advertised in leading magazines. 


omen Distributors ——_ 
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#9 


+COBB+ 


The complete line of Half Dollar 
COIN MOUNTINGS 


Model 11 


ico) me dal- me) 1h’, -) et @lelil-tes 


Choose from the Cobb 
collection — the most 
diversified line of quality 
coin mountings. Available 
in Sterling, 14K and 10K 
Gold and 12K GF depend- 
ing on model. Sold thru 
jobbers everywhere. 


For the 
Silver Dollar 


| al-1¢- See alo M ol-38(-1 am ol0]ce- mn ce] am Grol alm \(olelaliiales-mmiarela 
Cobb. From the broadest line in sizes and qualities, 
Vole mee laMas\ele] alm-s'-1a/m ele) ole] (e] micelle iamial-m7e)a(e me atale 

MaY'10\-10 V0 UM ULM Ge) elon Geollamii\ollaliiare | Pmiai-melUlolilave 


VVZ-1fe ah ame lave Malai ammels101¢-mm (el 3c] ale ol-1e 10 Name] ale mm lolales 

#7 
For the 
Quarter 
Dollar 


trouble-free. life. 





“ac oe. 101 SABIN STREET 
COB s& Company PROVIDENCE 38, R. |. 
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to our customers and prospective customers 


we make this announcement of our recent 


accomplishments and future aims: 


/ 
HONORED NAME WITH A BRIGHT NEW FUTURE 


NEW VITALITY AND PURPOSE IN MANAGEMENT 
New thinking, new drive set the pace in Traub’s executive group 
today. We’re determined to add new lustre to the famous Orange 
Blossom name .. . and back it with new selling strategies that 
will mean significant increases in profitable business, for both 
our dealers and ourselves. 


NEW STRENGTH IN OUR SALES FORCE 
In many areas of the country, dealers are now being serviced 
by new Orange Blossom representatives. All our representatives 
today are high calibre men. ... men who know the jewelry business 
and who know that as their dealers prosper, so will they. 


NEW DISTINCTION IN RING DESIGN 
The current line of Orange Blossom rings is the best we’ve offered. 
New designs added for ’59 are outstanding for their fresh, dis- 
tinctive styling. More will be coming soon. The new rings together 
with the proven Orange Blossom ‘“‘standards” make a line that 
any dealer can sell with enthusiasm and confidence. 


NEW MERCHANDISING HELP FOR OUR DEALERS 
Here’s the target we’re hitting hardest . . . with new dealer ad- 
vertising aids, new window and counter displays, new merchan- 
dising ideas! No Orange Blossom dealer worth his salt will lack 
for selling ammunition this year, or in the years ahead. 


NEW DIRECTION IN OUR NATIONAL ADVERTISING 


Because we are so convinced that dealer strength is our strength, 
we're devoting all our consumer advertising dollars to one pur- 
pose . . . to help establish each Orange Blossom dealer as the 
master jeweler in his community. Watch for the ads; they'll 


be appearing soon. 


Drop us a line today. We'd like to have a 
representative demonstrate how you can pro- 
fit with “Orange Blossom . . . honored name 
with a bright new future.”’ 


CUSTOM CRAFTED RINGS OF ENDURING BEAUTY 


TRAUB MANUFACTURING CO. ¢ DETROIT 8, MICH. 


PS igs ean Sar 
ee Nae OL. Se 
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JOSEPH R. LISZKA 
MID-WEST 








J. EDWARD JAECKLE 
EASTERN 


ROBERT B. WESTOVER 
WEST COAST 


my JACK G. BARKER 


SOUTH & SOUTHWEST 


With your participation, The Watchmakers of. Switzerland’s aggressive 
NEW merchandising plans and services can create more quality 


Our Regional Merchandising Director will advise you how 
you can capitalize on this NEW material in your market. 


He will prove that you — the jeweler — are an important 
factor in selling more quality jeweled-lever watches — as shown by 
our extensive study of the American watch market. 


Why not take full advantage of this important FREE service by 
arranging to have our Regional Director in your area contact you? 
Write: | 


THE WATCHMAKERS OF SWITZERLAND 
c/o Suite 1105, 730 Fifth Avenue - New York 19, New York 


Fine 
4 Ip . he /-] 9 . 
THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF (/(/0C(/CC#L“LCUE) 


a Swiss Watches 








STEELMARK PROGRAM 
United States Steel 
Pittsburgh 30, Pa. 


Please send my FREE STEELMARK Display Kit. | would 
like to put these U. S. Steel selling aids to work for me. 


ELLING: ~ 


Firm 








Address 


" Type of Store 


a “ot | a ‘War this ta 


























x mnt | 

your WO ¢ a 

aN Brightens ff wommma ‘See our wonde 

py) your leisure ig - ee 2 
your world Page 








STEELMARK displays help you sell more gifts 


Mother’s Day, Father’s Day, June weddings, graduations— 
they’re all coming up and they all mean extra merchandising 
opportunities for you. Make the most of the midyear gift 
season with STEELMARK displays. They put you at the 
payoff point of a major national promotion. Send for your 


PROMOTED IN LIFE, SATURDAY EVENING POST, free tie-in kit today! 
U. $. STEEL HOUR, ARTHUR GODFREY TIME. 


Gifts of steel are getting the big push in Your free STEELMARK Tie-in Display Kit— including 
Life (32,000,000 readers), The Saturday easy-to-assemble mobile, window/wall banner, tags and 
Evening Post (21,000,000 readers), the U.S. labels, ‘How to Sell’ booklet and Sales Plan Folder —is 
Steel Hour (22,000,000 viewers) and on ready for you now. Use the coupon provided to order yours 
Arthur Godfrey Time (2,200,000 viewers). today. And contact your local newspapers for ready-to-use 
Hundreds of thousands of consumers in ad mats that let you incorporate the STEELMARK in 
nal shopping ee i being told that your own local “gifts of steel” advertising. 

gifts of steel are their smartest buy—smart 

in style, smart in value—and that the 

STEELMARK identifies products of steel. 

They'll be looking for the STEELMARK (ss) United States Steel 

when they shop in your store. Make sure 

it shows. TRADEMARK 
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40 YEARS OF 
“STICKING TO IT” 
WITH JC-K 
ADVERTISING 


Approximately 500 consecutive issues of JC-K 
have carried the advertising of Jerome Richheimer 
—-to his satisfaction. 


Jerome Richheimer 











iON nce entataweaal Marquise and Emerald Cut 


bringing together Jerome Rich | DIAMONDS 


heimer and hundreds of equally 
important retailers throughout the 
country, on the basis of mutually 
profitable business. 


JC-K is proud of the great number 
of successful companies who ad- : Sapphires gad: 
vertise consistently (many exclu- 3 and oni 
sively) in this ‘‘The Theatre of : Star Sapphires Pearls 
The Jewelry Industry’’. It is a trib- | 

ute to the calibre of advertiser 
and reader alike. It is a privilege 
during this our 90th year to salute 
both with grateful appreciation 
and respect. 








JEROME RICHHEIMER 
luporter and Gutter of 
FANCY CUT DLAMONDS 


| 2) West 47th Street NEW YORK 


THE JEWELERS’ CIRCULAR-KEYSTONE : 














A CHILTON PUBLICATION 


or For “ Specializing ree colored gems, diamonds and precious jewelry, 
ichheimer has advertised without interruption since their first ad in JC-K which 
PHILADELPHIA, PA. appeared approximately 40 years ago! 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1959 








VASSAR: YELLOW ROUND WITH STRAP. 
RESALE $12.95, KEYSTONE $13.90 


JODY: YELLOW SQUARE WITH CORD. 
RESALE $14.95, KEYSTONE $15.90 


CLAUDIA: YELLOW OVAL WITH CORD, 
RESALE $14.95, KEYSTONE $15.90 


40 the jewelry store 


(where she belongs!) 


Dangle these pin-levers in front of 
her eyes, and drug store pin-levers 
are in trouble. Reason: Arpeggio 
gives her what no other pin-lever 
can. For non-jewelry outlets, any- 
thing that ticks is called a watch. For 
jewelers, something better was 
needed. So now Arpeggio is produc- 
ing the highest quality pin-lever 
watch in the business. 

You get Nivarox hairsprings, 
micropolished pivots, unbreakable 
mainsprings, one jewel in escape- 
ment (low quality pin-levers have 
jewel placed at top for show), polished 
instead of raw-finished movement, 


and complete jewelers’ combination 
guarantee. And... this is the 
clincher . . . only a jeweler can stock 
the Arpeggio line, and buying a watch 
from a jeweler gives a woman con- 
fidence. Stock Arpeggio now ... and 
watch it pay off fast! 
Arpeggio’s 3-point 

combination guarantee 
1. Each watch timed twice — once 
in Switzerland, once again before 
shipment to you. 
2. One-year guarantee to the con- 
sumer. Certificate enclosed with each 
watch. 


3. Protected by the 80 years of in- 


City 


tegrity of the parent company, 
CROTON WATCH COMPANY. 


* ARPEGGIO WATCH Co. 


404 Fourth Ave., New York 16, N. Y. 


Please send me the following ° 


* Arpeggio watches: 


> Claudia____ Vassar 


Name 
(prease print) 





* Store Name 





- Address 











Show her the Arpeggio line of tiny dress 
one-jewel watches, tell her the price... 
and she’ll come back to stay! 


arpeggio 


A DIVISION OF CROTON 











ARE YOUR 


DIAMOND 
PROMOTIONS 


AND 


DIAMOND 
SELLING 


OBSOLETE? 


© © © Check Them Against The Up-To- 
Date, Authoritative Material In JC-K’s 
New Book 


How To Sell Diamonds 


®@ 48 colorful pages! 
@ Profusely illustrated! 


@ Written by six experts in the 
field of diamond merchandising! 


© © © Here's a partial list of the con- 
tents in this just-published book: 


@ Selling The Engagement Ring 


@ 10 Ways To Boost Your Diamond 
Sales 


® A Glossary of Diamond Shapes 


@ Are Diamond Guarantees Good 
Business? 


@ Diamonds Are Currency in 
Fashion 


This book contains information that every 
policy-making and sales-making person in 
your store should know. To get your copy 
of "How To Sell Diamonds,” simply send 
a $1 check or money order to JEWELERS' 
CIRCULAR-KEYSTONE, CHESTNUT & 
56TH STS., PHILADELPHIA 39, PA. Your 
copy will be rushed to you by return mail. 
Send for your copy now! 








| They’re New... 


| 


| 
| 
| 








Barel Bridal matched wedding ring set 
(H301 and HL301) has Swedish-finish center, 
polished edges. In 14K white gold. From 
Bridal Ring Co., Inc., 88-06 Van Wyck Ex- 
pressway, Jamaica, N. Y. 


Salt and pepper set in Oneidacraft stainless 
has snap-on tops, measures 2% inches high. 
$2.95 retail. From Oneida Ltd. Silversmiths, 
Oneida, N. Y. 


Four cultured pearls dangle from 14K yel- 
low gold chain in fashionable simplicity. Neck- 
lace (4948) costs $25 Keystone. From Church 
& Co., 2 Garden St., Newark, N. J. 


“Cine Simplex,” Wittnauer 8 mm camera, 
is powered by three flashlight batteries. $69.50 
FTI with batteries and without lenses. From 
Longines-Wittnauer Watch Co., Inc., 580 Fifth 
Ave., New York. 
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Two new ways 
to Transistor profits! 





: RANSISTOR PORTA 


Philco transistor radios are your 


PLEASURE 


> ' JR yi 
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Memwine tamivar cms cons 6am 
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best bet for the MAY-JUNE gj/ft-giving season! 


Count the gift-giving occasions headed your way and 
you'll be counting profit opportunities. Philco transis- 
tor radios are great gifts ...sensational sellers! They’re 
perfect for your kind of operation. 


T-45 TREASURE CHEST. This extra-profit package 
contains the finest four-transistor radio in the indus- 
try, plus genuine leather carry case, four penlight bat- 
teries, private-listening earpiece and jack. The entire 


Phiice 1-60. Six tran- 


Phiice T-3. Vest-pocket- 
sistors plus a diode. 


size 3-transistor radio. 
Private ear speaker. 
Break-resistant ivory 
and ebony case. 


| private jack. Genuine 

i leather carry case and 
dual-purpose stand. 

f Operates on only 2 
penlight batteries. 


Excellent speaker, plus ft ¥- aaa 


Treasure Chest lists at only $39.95. 


T-5O PLEASURE PAC. Set this up on your counter 
and then watch their eyes pop. Five-transistor radio 
that fits the pocket or the palm. Deluxe genuine leather 
camera-type carry case. Four Philco long-life mercury 
batteries and private-listening earpiece and jack. The 
whole package is loaded with sell — loaded with profit! 
And retails at just $44.95. 


Philce T-700. Big-vaiue 
seven-transistor port- 
able. Heavy-duty four- 
inch speaker. Scuff-re- 
sistant Sur-V-Lon case 
has look of genuine 
leather. Uses only 4 | - : only 
flashlight batteries. light batteries. 


eae Te 
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__---—». Philce T-75. Encased 
- | in genuine top-grain 
cowhide. Seven tran- 
sistors. Extra-fine tone 
and sensitivity. Styled 
to fit your palm. Uses 
2 regular filash- 


: ceil - They're New . . . 


SS CDEPENDABLE 
ONE es ’ IN-WARRANTY ? 





RAPID DELIVERY... COMBINE YOUR SHIPMENTS 
... SAVE TIME... KEEP CUSTOMERS HAPPY 


ALSO COMPLETE REPAIR i IN- AND OUT-OF-GUARANTY ik eee Zee 
SERVICE ON REPAIRS ON 
“sé 4 2 ’ oC ‘3 > « > 
e STILL AND MOVIE CAMERAS ' ANSCO VOIGTLANDER F lirtation, new 1881 Rogers silver plate 
e EXPOSURE METERS BELL & HOWELL YASHICA pattern, will retail in 52-piece service fox 


© LENSES—SHUTTERS—BELLOWS e G-E METERS BOLSEY piece service for 12 at $59.95 ($74.95 in 


ALL WORK GUARANTEED... g “!RES NIKON chest). 
GENUINE FACTORY PARTS MINOLTA MINICORD 


SEND TODAY for your free Repair Sales Kit! 


INTERNATIONAL camera corp. 


838 West Adams Street © Chicago 7, Illinois 





oF e Kosary of the Wlonth : 


Catamore Rosaries . . . handsomely crafted of 


Fourteen-karat threesome (1115) features 
precious sterling silver and the finest rosary beads. engagement ring with diamond solitaire 
flanked by yellow gold inlay. Set also in- 
cludes interlocking wedding band and match- 
are bound to increase—and profitably. ing men’s band. From I. Roskin Co., Inc., 21 
W. 46th St., New York. 


Distinctive . . . beautiful original designs. Sales 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R374/34-413 $8.25 


Fire polished bead, avoail- Westclox “Shelby” keywound alarm has 


: “nearlescent” face, raised numerals, luminous 
able in crystal and assorted di: Siaaih ote 
ey dieetaled mente ond ial and hands, gold face rim. Available wit 
COME, black or white enamel finish. $5.95 retail. 
center. From Westclox division of General Time 

Corp., LaSalle-Peru, Ill. 
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ELECTED 
BY THE 
JEWELERS OF AMERICAI 


MISS RITA MUELLER ... 3RD ANNUAL 


7! is now available 
yy for personal 


appearance in 
YOUR STORE! 


Re RR as 
ee 


x FOR STORE ANNIVERSARY PROMOTIONS! 
* FOR LOCAL COMMUNITY EVENTS! 
* FOR NEW STORE OPENINGS. .. 


to make the men and women in your locality 
diamond conscious . . . stimulate your diamond sales! 
She’s the most excititg sales personality in the 
diamond business today and she’s available NOW 
to work for YOU as your store representative, 
fool -lahiiavam O10) Mrs iolg-MerMelloliilelileMil-tolelellelai-ee 


OAMUIC Ning (YZ INC. 


130 WEST 46th STREET, NEW YORK 36, 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKING 
ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 


Send for “Queen of Diamonds” Bulletin today! 


: / FEATURE RING COMPANY, INC. Date... 
to Mi MMVed fc ; 130 West 46th Street 
ee New York 36, New York 
This is an incomp arable oppor tun- ane Lae [) Please send me without charge ‘‘Queen of Diamonds” Store Promotion Bulletin. 
* ° ’ 1 : | 
ity for you to use America’s Queen Nahe MeL 


_ of Diamonds to build your store owns | Address 


traffic and sales! weet oF erin on SE SEE 
Contact your authorized Feature Ring whole- 
saler or mail reply coupon now. 


QUEEN OF DIAMONDS CONTEST COPYRIGHT AI3461t “© F. BR. CO.. INC. 1958 




















My wholesaler’s name is 





Authorized signature 











They’re New .. . 


Fourteen-karat gold diamond ring (No. 107) 
has 11 baguettes, 14 full cuts. $410 Keystone. 
From Bernard Nacht & Co., 36 W. 47th St., 


New York. 


Bell & Howell has added a tweed-textured 
vinyl covering to “Infallible,” their automatic 
electric eye still camera. With matching flash 
gun and case, camera retails at $64.95. 


“Trio,” new line of matched earring and 
pendant sets in 14K gold, is set with cultured 
pearls and diamonds. Through your whole- 
saler from Alsan Mfg. Co., 62 W. 47th St., 
New York. 


Money clip in 14K gold features a 17-jewel 
Zenith timepiece. Available in four models 
(three square, one circular), all 1% inches in 
dixmeter. $300 retail. From Concord Watch 
Cc., Inc., 720 Fifth Ave., New York. 
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Biggest-Ever Volume and Profits From Ss a a4 R O 


THE HOUSE OF BEST-EVER PROMOTIONS 


FIRST IN VALUE... 
FIRST IN FEATURES... 
rinst IN ITS FIELD... 


Nationally Advertised! 


4 eee VV W aig ) 
1 CRO / TRANSISTOR 


“Shirt Pocket” RADIOS 


4 “ auger 
4a . 
“a 
a . Y MRE 
a haiti ei 
: TS ae. aan 
a eae e yon aga ree ' 
we , . sein genet eee 


 . 
~~ 
| 

"w= 


Newest! seautiful colorful package that Newest! the TR-400...Smart, hi-power 


‘ doubles as deluxe display and gift box for all-transistor model. 

le POWE all Crown Radios. 

- TS « / " Newest / The TR-666... Big profit, big 
PROMOTION MA  « Newest { The TR-333 ... All-Transistor feature. 


DISPLAYS, ETC. 3 miniature marvel amazingly low priced. 


pais TERRIFIC CAMERA PROMOTION TRIO THAT \ 
MAKES FULL KEYSTONE PROFIT MARK-UP A “SNAP’’! 


Amazing Brand New NEOCA 35K CAMERA with F3.5 Coated, Color-Corrected Lens 
BRILLIANTLY PACKAGED with SELL-ON-SIGHT EXTRAS with “AD-ON”’ PROFIT-MAKERS' 














Plus Competition Shattering Features At A Sensationally Low . .“. Low Retail Price 


@ LUMINOUS FRAME FINDER! @ 5 Shutter Speeds up to 
@ One-Stroke Rapid Wind 1, 300 sec 
lever. @ Rapid Rewind Crank 


@® Automatic Double-Exposure @ Automatic Self-Returning 
Prevention Counter 


NEOCA 35 IVS “Step-Up” Model Value 
Priced. Boasts MANY ... MANY New Features 
PLUS COUPLED RANGE FINDER, ULTRA- 
SHARP F2.8 LENS, 10 SHUTTER SPEEDS UP 
TO 1/400th SECOND. 


VANGUARD MOVIE CAMERAS 


Popularly Acclaimed a Sensational Hit Everywhere Because 
of its Fabulous Features and Value! 
WRITE, WIRE OR PHONE TO GET THE “LOW-DOWN” 


ON HOW TO KEEP AHEAD OF YOUR COMPETITORS 
PROFITABLY 


Se ne Ri RO * 276 4th AVE., NEW YORK 10,N.Y. © GRamercy 7-7500 
215 West Sth St.. Los Angeles, Cali! 
PTRC . sates offices: 3” 

je ee ee ’ ee | = 


; ane. or } 90 
abc tele lilolslel M@lAaTa 5 Golarofots alolaleh gelare - lOny< e Manila ¥ Bangkok 
smpur : Hamburg : Montreal ” dremel ae lelal alae ° Olvel ae i Singapore r OFTe) telale . Penang 
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GRASSMANN-BLAKE, INC. 


MANUFACTURERS 


CULTURED PEARL NECKLACE CLASPS 


FULL LINE OF GOLD, SILVER, AND RHINESTONE 
NECKLACE CLASPS. 


SOLD TO MANUFACTURERS, WHOLESALERS, IMPORTERS, 
AND JOBBERS. 


COMPLETE CATALOG SENT ON REQUEST. 


GRASSMANN-BLAKE, INC. 


782 SOUTH 18TH ST., NEWARK 3, N. J.—ESSEX 5-8831 

















AS eo # 
PO Sanne * 2 


) | 
” ' 


Poe celiiels)(-Misme)(-lallale Melba -1i 1/20-12 K.G.F 
18 1 
ony j 
SOLD THRU LEADING WHOLESALERS 
AUTOMATIC CHAIN COMPANY 


PROVIDENCE @® RHODE ISLAND 


YORK CHICAGO Los ANGELES 








They’re New... 


“Personna” sterling pattern features satin- 
like finish for monogram. Six-piece place set- 
ting, including hollow handle butter spreader 
and place knife and fork, retails at $34.50 
(without engraving). From Stieff Co., Wy- 
man Park Driveway, Baltimore. 


Syroco cordless electric wall clock has 
carved flower design, seven-jJewel movement. 
Available with metalgold or polychrome finish, 
$50 retail. From Syracuse Ornamental Co., 
Inc., Syracuse 2, N. Y. 


“Anscomatic” slide projector operates auto- 
matically or semi-automatically from instru- 
ment panel or remote control cord. Five-inch 
{3.5 lens, 500-watt lamp. $119.50 retail. From 
Ansco, Binghamton, N. Y. 
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“There's one company we listen to” 


“Why? Because their representatives generate ideas and 
back them with merchandise that literally sells itself. 
The uncanny thing about them (and why we're always 
all ears) is that almost every idea they offer works. The 
name of this company is Columbia. Aside from having a 
clincher—their patented Tru-Fit Guardian Angel—their 
merchandise sparkles with quality and value. It’s per- 
suasive. It makes the customer say “That’s for me’. You'll 


be all ears and eyes too, when you see their complete line. 
Including their new Imperial wedding rings that sell 
faster than costume jewelry. Take it from us, you will 


find the Columbia franchise well worth merchandising.” 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE. JAMAICA 1I8.N.Y. 
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Suggested 
retail 


2664/38 — 100% 
WATERPROOF! 
Tested at 100 foot 
depth—7 Jewels 
shock-resistant — 
gold color, stainless 
steel back — sweep 





14” 


Suggested 
retail 


2781/3 — Calendar 
watch — 7 Jewels 
shock-resistant — 
gold color, stainless 
steel back — sweep 
second — luminous 
dial — alligator 


wu 


| 


ee 
zs : a 
| : 


& 4 
* _ 


‘- 


& 





Des 





"ts" 


a ‘ame 
y Suggested Suggested 
€ retail retail 
> me ae 2645/38 — 7 Jewels 2793/3 —ideal 
| E | shock-resistant — nurse’s or girl’s 


gold color, stainless 
steel back—full 
figure luminous 
dial — expansion 


watch — 7 Jewels 
itera Ces itiie litmus iol te| 
color, stainless steel 
back—sweep second 








) ae i second — luminous strap. 
dial — expansion 
€ bracelet. 
dil. vw 2664/3 — same with 
strap $14.95 








ae 


@ Provided case, crown and crystal remain intact 


T' 


bracelet. — luminous dial — 
2645/3 — same with black suede strap. 
strap $11.95 





only the best quality 


the jeweler’s 


*K Jean Louis Roehrich, Horological Editor in 
National Jeweler for February says: “Only the best 
quality pin levers can be the jeweler’s logical choice 

..a@ large Swiss manufacturer long specializing in 
pin levers, has presented his products to the Official 
Testing Office, obtaining remarkable results...a def- 
unite promise of satisfaction...from a product which 
is best in its class ...307 watches received certificates, 
all but 5 with especially good results.” 


Here are the facts behind Mr. Roehrich’s article. 
ORIS IS BEST IN ITS CLASS... 


The Official Swiss Testing Office tests watches for a 
two week period in 5 positions and 3 temperatures. 
Only those with variations of less than 15 seconds 
of mean daily rates are issued certificates. Those 


completing more exacting requirements in the ex- 
treme temperature variations, denoting slightly 
better performance, are issued “with mention” 
certificates. 


Oris has received 1,449 certificates over the past nine 
years, 1,337 “with mention” (in 1957, 302 out of 
307—the figures mentioned by Mr. Roehrich). Latest 
results: 1958—299 certificates were awarded to Oris 
of which 298 were “with mention” indicating 
especially good results. 


Now an accepted fact...that jewelers must bid for 
their rightful share of a tremendous popular priced 
watch market. Only ORIS—sold, accepted, and rec- 
ommended by jewelers in 95 countries throughout 
the world is suited to the prestige and quality 
character of the jeweler’s business. 





nm $15 


Suggested 
retail 


2838/32 — Smart, 
petite fashion watch 
— 7 Jewels shock-re- 
sistant — gold color, 
stainless steel back— 
i-ta an- fl) ane 


_ graved indexes — 


black suede strap. 
2838/31—same with 
white dial $15.95 


\ trde 
oe 


# 





® Prices do not include federal ercise tar 


sy 


Suggested 
retail 


2601/38 — 7 Jewels 
shock-resistant — 
gold color, stainless 
steel back — raised 
gilt figure dial — ex- 
ipansidn bracelet. 

2601/3 — same with 
cord $13.95 








S er O's 
75 


Suggested 
retail 


2712/3 — Smallest, 
smartly tailored gold 
color sport or fash- 
ion watch — 7 Jewels 
shock-resistant — 
black suede strap. 

2712/1 — same with 
chrome top $15.95 


pin levers can be 
logical choice... 


,) 





als 
> 


i 
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Suggested 
retail 


2512—Smaliest fash- 
ion watch—7 Jewels 
shock-resistant — 
gold color, or 
chrome top — also 
with bezel in black, 
blue, aqua or red — 
black suede or 
matching color 
straps. Specify col- 
ors. 





- quality in pin@levers means 


ORIS WATCH AGENCY, 15 WEST 37th ST., NEW YORK 18, N. Y. 


Some sales territories still available. 








| They're New... . 


JEWELRY BOXES | 


Here is just one of 
the many new STOCK 
jewelry boxes illustrated 
in our new catalog. A 

domed-top metal case cov- 
ered with imitation leather 
for men's jewelry. Our com- 
plete line of 80 stock jewelry 
boxes is available through ma- 
terial suppliers, for imme- 


eee Tankard (P30) from Reed & Barton’s pew- 
terware line holds 20 ounces. $12.95 retail. 
From Reed & Barton Silversmiths, Taunton, 
Mass. 


*MSI-! Choice of two 
pads, links or tie slide 
only. 





soldiee teatied _ MASON BOX COMPANY 


on request. 


We will gladly design 
your own specialized 


pockage for you. 
New line of college charms for neck chains 


523 MT. HOPE STREET ATTLEBORO FALLS, MASS. or bracelets is designed around official college 


seal. From College Seal and Crest Co., 236-A 
Broadway, Cambridge, Mass. 


sl LAR genuine leather 


highlights tapered thinness Dangling from a 14K white gold chain, 


with a touch of texture in 
the latest wrist flattering pendant features three diamonds and a black 


style from Watchbands. and a white cultured pearl. Boxed, $25 Key- 
A _ fast-stepping _ sales stone. From Wm. & Sidney Spector, Inc., 665 
leader in the fashion set, Fifth Ave., New York. 

this band comes with 

gleaming 1/20 10 Kt. yel- 

low or white Gold Filled 

tops. 


All "guaranteed" Mark Vil 
bands are supplied in 
handsome display pack- 
ages. 








No. M-30 


Ask your wholesaler to 
see all the Watchbands 
profit mokers. 


J MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDEN 





Seventeen-jewel “Fantasy” features detailed 
zodiac signs set in maroon, black, green and 


NORTH ATTLEBORO, MASS. | "lees 


i WATCHBAN DS iv {e | blue enamel. Bracelet band is adjustable. 
‘W ° : From Zodiac Watch Co., 15 W. 44th St., New 


York. 
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A CONNOISSEUR'S | 
COL -ECTION 
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HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fall line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barel tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Bare! Bridals are your 
formula for fast turnover and increased profits. 





Available in a large seiection from modern simplicity to the 

more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 
adorned with brilliant diamonds. 


at » 


The Barel signature Oa appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 


Free mats available upon request. . vol i 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS c h p W - 

; Re 
BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |, N. Y. 
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With the trend to outdoor living and recreation, more 
and more men want waterproof watches— rugged, depend- 
able and good looking. Recognizing this, Hamilton offers 
the world’s largest selection of waterproofs—conventional, 


self-winding and Electric. 


Trade your waterproof watch customers up to 
Hamilton, the brand they recognize and respect. For both 
gift and self-use purchases, it’s easier (and more profit- 


able) to sell a Hamilton. 


Hamilton’s national advertising works with you. A 
case in point is the dramatic advertisement at right. Your 
best fine-watch customers will see it in Sports [Illustrated 
(May 11) and National Geographic (June), where it will 
be read by millions of active, responsive prospects. 


Put this advertising to work in your store. Free reprints 
for counter and window display are available at your 
request. Write: Sales Promotion Department, 


Hamiiton Watch Company, Lancaster, Pennsyivania 
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Top to bottom: Sea-Lectric |, $110; Accumatic IV, $69.50; Lakeland, $49.50 


The wetter the better for a Hamilton Waterproof watch 


Your Hamilton Waterproof will share your roughest going and keep you on time, 
in style. Hamilton has the world’s widest selection of waterproof watches—con- 
ventional, self-winding, and today’s most talked about watch—the new Hamilton 
Electric. All fully jeweled, rugged, trustworthy watches. Guaranteed waterproof 


(provided original seal is restored if opened for service). Ask your Hamilton Jeweler. 


Hamilton Watch Company, Lancaster, Pa. a 4 N/LFTO/V 


b+ the gift of a Hamilton—reward of love 





LEONARD KENYON, 
Owner and Presi- 
dent of Kenyon Bros. 


WATCHES 


y|AMONDS 





KENYON BROS. Jewel- 
ers, Wilkinsburg, Pa. 


“Our National System began saving 
time and money for our business the 
day it was installed,” writes Mr. Leon- 
ard Kenyon, concerning his jewelry 
business. “With our previous method of 
hand-written sales slips and posting 
credit records, it was impossible to keep 
daily records up to date without con- 
siderable overtime. 

“Our National System has com- 
pletely changed this situation. We now 
have accurate, day-by-day records of 
all transactions. Our National provides 
us with a complete, printed and item- 
ized account of all phases of our op- 
eration including charges, paid on 
account, accounts receivable, and a rec- 


THIS NATIONAL CASH-AND-CREDIT CONTROL SYSTEM provides Kenyon 
Bros. with complete daily records in minutes after closing time. 


“Our Galional Cash-and-Credit Control System 
saves us‘1940 a year... 


pays for itself ever Vy 14 months ciliate Bros. Jewelers, Wilkinsburg, Pa. 


ord of all state and federal taxes. In a 
matter of minutes we have machine- 
printed totals for our daily record card. 

“In addition to saving us at least one 
hour and a half per day in bookkeeping 
time, our National System eliminates 
forgotten charges and mistakes due to 
mental arithmetic. We now know from 
experience that it saves us over $1900 
per year and we wouldn’t try to operate 
our business without it!” 


forwtd) Page 


President, Kenyon Bros. Jewelers 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 


What about your jewelry business? A 
National System will quickly provide 
you with these savings and more. Na- 
tionals pay for them- 
selves quickly through 
savings, then continue a Vee 

to return a regular Wialtonal 
yearly profit. Nation- —) - 
al’s world-wide service ~ 
organization will pro- YEARS 
tect this profit. 1958 


oat 


*TRADE MARK REG. U. 8. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Require) 





TEGOR 


BY GORHAM 


the aristocrat of stainless 





Stegor “Pace” design illustrated. 


This full-color 


, — a 4s ’ ’ 
spirit of the occasion, be it family dining or | | | VEGOO# 
“company coming” ... indoors or out. Youll — | | A J py GORHAM 
love its graceful, authentic styling. | | Advertisement 


Best of all, Stegor never needs polishing. . . | : Starts selling, ber you on May 19, 1959 


noc its original finish a lifetime. Available at | : ‘in House Beautiful 
leading stores everywhere. Hi | 


STEGOR STAINLESS 
unl be 


| secon sts aio acti pital 
| GORHAM SILVERPLATE . < aie 
— nd fist onan 





[louse be 


TEGOR 


STAINLESS 








and 


Crham 


SILVERPLATE 


are backed by the 


Good Housekeeping Seal 


a! oF 
om Ye — “op 
* Guaranteed by ~% 
Good Housekeeping 


* * 
or as ADvratisid itt 


employ this seal 


IN YOUR 
TIE-IN 





INVITATION 


PROMOTIONAL 
i ADVERTISING! 


i; ELGOR 
A_J py corwam 


the aristocrat of stain/ess 


NEW ELEGANCE 


SPIRAL 


SILVERPLATE 
“the next thing to sterling” 


THE GORHAM COMPANY 


Stegor Division 


FRANCHISED WHOLESALERS 
1. ALBERTS’ SONS, INC. 


S-K-L COMPANY, INC. 
15 West 47th Street 
New York 36, New York 


373 Washington Street 
Boston 8, Massachusetts 


JOS. B. BECHTEL & CO., INC. 
729 Sansom Street 
Philadelphia 6, Pennsylvania 


BOAS SONS, LTD. 
55 £. Washington Street 
Chicago 2, Illinois 


BUTTERFIELD BROS. 
317 S. W. Alder Street 
Portiand 7, Oregon 


j. P. BYRNE & SONS, CO., INC. 


14th & Farnam Sts. 
Omaha, Nebraska 


PROVIDENCE 7, RHODE ISLAND 


EISENSTADT MFG. CO. 


1409-11 Washington Ave. 


St. Louis 3, Missouri 


THE A. H. FICKEN CO. 
850 Euclid Avenue 
Cleveland 14, Ohio 


FRANKLIN BROS. 
18 £. 11th Street 
Kansas City 6, Missouri 


FRIEDMAN-GESSLER CO. 
315 West 5th Street 
Los Angeles 13, California 


HARRY GREENWOLD, 
WALLENSTEIN-MAYER CO. 
31 E. Fourth Street 
Cincinnati 2, Ohio 


Jj. H. GROSS & COMPANY 
3210 Euclid Avenue 
Cleveland 15, Ohio 


THE GORENFLO COMPANY 
1940 East Jefferson Ave. 
Detroit 7, Michigan 


WM. R. KATZ COMPANY 
1700 Commerce Street 
Dallas 21, Texas 


H. POLNER, INC. 
Ellicott Square Building 
Buffalo 3, N. Y. 


THE SAMUEL WEINHAUS 
COMPANY 

808 Liberty Avenue 

Pittsburgh 22, Pennsylvania 
SAUL L. SOLOMON & SON 
146 N. Prince Street 
Lancaster, Pennsylvania 
SOMMERS AND SOMMERS, INC. 
91-93 Cone Street, N. W. 
Atlanta 3, Georgia 

A. WINKELSTEIN, INC. 

202 East Water Street 

Elmira, New York 

NAT ZUCKERMAN & CO., INC. 
135 Fifth Avenue 

New York 10, New York 





Profit from 
Palladium Advertising! 


ORDER YOUR MERCHANDISE 


Get ready now for the June bridal customers who 
will ask you for rings set in palladium —newest of the 
white precious jewelry metals. Be sure your collec- 
tion includes the exclusive John Giovannetti rings in 
all-precious palladium, shown in this national maga- 
zine advertisement. They have plenty of bride appeal. 


MERCHANDISE YOUR ORDER 


Tell the world you have high-style bridal ring sets 
in fashionable palladium. Display your palladium 
jewelry with your palladium sign and a proof of 
this persuasive ad. Reprints of the ad are yours for 
the asking ...they’re useful, too, for mailing to 
your customer list. 


You—and 1,000,000 prospective brides—will see this 
advertisement in BRIDE’S MAGAZINE, Summer issue, 1959, 
and SEVENTEEN, August issue. Put it to work for you! 


Obvio 
f usly made USE COUPON BELOW TO ORDER RINGS AND REPRINTS 
or each oth Cr..28 il a a a oe a oe 7 


Oe --mewestof = tN GIOVANNETTI MFG. JEWELERS 
Bei | er 115 West 45th Street, New York 36, N. Y 
eing engaged is romantic, isn’t it? And how excited you willl ee wet ia% ; 


when you fir ; : 
y st see that wonderful ring, Doubly so, if it's ma. Please send me Keystone 


of palladium ...the all i len 

ae “Precious jewelry metal. Palladi 5 

special , . Palladium t 

the ie ote for expressing your affection... faithfully refi i Classic Lady engagement rings....@ $524.00 

tages of palladium pow wat enna. Get to Classic Lady wedding ri 160.00 4 
paliadium now—write us fot our booxlet and the nar Re* poe ns Galen —— ( ann ne 

. ______Parabelle engagement ringgs.......... @ 260. 





of your nearest palladium jeweler. 
PALLADIUM a Precious metal of the platinum gro : _____Parabelle pairs of curved rings » 200.00 (pr.) 


Also, send 100 free reprints of Palladium advertisement. , 
Name 


Store 








Address 





City Zone___ State 


(PLEASE PRINT) K-5 


BABA S34 


PALLADIUM....a precious metal of the platinum group 


PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC. « 67 WALL STREET, NEW YORK 5, N. Y. 
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They’re New .. . 


MA 


provide the focal 


points for these four Neoca 35K has luminous frame finder, rapid- 

striking 14K rings de- wind lever, double-exposure prevention device, 

signed and executed five shutter speeds to 1/300. Retails at $24.95 

uk thie’ Pamitine Keystone. From Shriro, Inc., 276 Fourth 
Ave., New York. 

CHURCH & COM- ' 

PANY craftsmanship. | 





3107 os 

ponds av pat > aay “Victoria,” new lock-together ‘Wed-Lok”’ 

Florentine finish ensemble, has V-shaped settings which manu- 

facturer says permit maximum light reflec- 

} ticn. From Granat Mfg. Co., Mission at 20th 
Sts., San Francisco. 


3103 
14K yellow gold with 
cultured pearls— 

Florentine finish 


14K yellow gold with 
cultured pearls General Electric-Telechron’s “Gay Snooz- 
Alarm” clock wakes you, lets you sleep, wakes 


you again 10 minutes later. In two models: 
$6.98 and $7.98 retail. 


3108 
14K white gold with cultured 
pearls and genuine sapphires 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Cultured pearl necklace clasps are available 
ae in gold or silver. (Illustrated, top to bottom, 

are style Nos. 1730P, 153CP and 8s8CP.) 
morris From Grassmann-Blake, 782 S. 18th St., New- 


ark, N. J. 
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for every occagton ... 

weddings + ammiversaries + birthdays 
graduations + sports + sentimental gifts 
large assortment of new designs 


others in sterling silver 


CARL-ART inc. provivence 


New York * Chicago * Los Angeles 








CASH for Your 
Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 

Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 

We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 


jewelry. 
Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 











[oye (=e Coler- h\ar- late me e)iamm dal= 
sands of retailers already profiting 
from this terrific seller. 


if 


Goldstein- qSerson co.,inc. 


Mh 


4 


Fe a 
YT gccd$e OL Vidbhlaid 


WEST 46th ST. © NEW YORK 36. N. Y 
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“Vision,” 17-jewel sports watch, has stain- 
less steel case and bracelet, unbreakable main- 
spring, manual-wind movement. $79.50 FTI. 
From Eterna Watch Co. of America, Inc., 677 
Fifth Ave., New York. 


4 
‘ 


; 


4 

Foster’s “Pull-A-Part” key holders divide in 

two for easy separation of important keys. 

$2.50 retail. Shipped six to a unit. From 
your Foster wholesaler. 


Tt 
~ ROLAND ace Tere ob hey 


All-transistor clock-radio weighs one pound, 
seven ounces, measures 6% inches wide, 2 
inches deep and 4% inches high. From Roland 
Radio division of Herold Radio & Electronics 


Corp., Mt. Vernon, N. Y. 


Men’s set features cultured pearls set on 
14K gold. Cuff links sell at $60 Keystone; 
“Sun Ray” tie clasp at $32 Keystone. From 
Larter & Sons, 88 Parkhurst St., Newark, 


N. J. 
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and sales 


LOVE AT 
FIRST SIGHT! 


Never before has a two ring plastic case combined such 
eye-captivating, value-enhancing appeal as this new, 
clean-lined Dennison 8850TX. 


Every angle of this modern masterpiece is aimed at 
focusing attention on the rings themselves. The 
converging slopes of cover and base ... the slant of the 
ring pad within its delicately beaded frame... the extra 
tilt given by the easel in the base! All add up to top 


8850TX ... in white, ivory, peach, : , 
attention in counter or window displays. 


gray or blue plastic . . . has linings 
of fine velvet and rayon satin. 


Order the ring cases that help ring up sales 
from your Dennison Distributor. 


Dennison 
Helping you compete more effectively 


JEWELERS’ DIVISION + MARLBORO, MASSACHUSETTS 
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Send for the finest diamond 
merchandising book available. 


Remit $1.00 to: 


Jewelers Circular-Keystone 
Chestnut at 56th Sts., Philadelphia 39, Pa. 


and ask for 


“HOW TO SELL 
DIAMONDS" 


It's written by experts for those who 
want to sell more diamonds, satisty 


more customers. 

















Necklace Clasps 
with Cultured Pearls 


HARRY C. SCHICK, INC. 


OUTSTANDING LINE OF NECKLACE CLASPS 
EARRINGS* BROOCHES* 


IN PRECIOUS METALS WITH PRECIOUS AND SYNTHETIC 
STONES. WRITE FOR CATALOG. 


HARRY C. SCHICK, INC. since 1919 


105 Chestnut St., Newark 5, N. J. MU 5-7828 








They’re New . . . 


“Outer Space” 17-jewel watch is designed 
for necklace or charm bracelet. Sphere opens 
for watch adjustment. Gold plated, $20 re- 
tail. From Margo Neumann, 373 Fifth Ave., 
New York. 


Norwegian-made of heavy-gauge copper and 
stainless steel, condiment set contains salt and 
pepper cellars, sugar pot and tray. $8.95 re- 
tail. From Transeuropa Importing Co., Inc., 
229 Berkeley St., Boston. 


From new line of men’s jewelry, black onyx 
and gold set (style 6123) retails at $7.95; 
“buckle” set (6210) retails at $4.95. Each in- 
dividually boxed. From Flex-Let Corp., 580 
Fifth Ave., New York. 
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Planning a STORE-WIDE SALE? 


A Complete Sales-Promotion Package $ FOR EVERYTHING 
.-. so you can ‘DO IT YOURSELF!” YOU NEED TO RUN 
ANY KIND of SALE! 


YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv. (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [~<... Name STOCK LIQUIDATION SALE 
sure to draw Crowds PUBLIC NOTI ON THE PR 3 
ITS THE WILDEST PRICE PANKC CITY'S EVER SEEN! 


NEED CASH SPECIALS? ge. DIAMONE 
iy } 





We can serve you on Memorandum with several hundred 
of the hottest fast selling profitable traffic items, includ- 


ing Advertising Copy that will make your sale a success WE WERE WRONG-—WE ARE SORRY 
any month of the year. Pe ee ee ret wait ta Unstdate Tits bows Gumeatend Seeds At 


DISCOUNTS. UP TO 75% 


Consult us in confidence. We can refer you to a number | 97, OF Causa Your Cri Goode 
Hand When Our Doors Open For 


of Jewelers who have run Successful and Profitable Sales 10 A.M. TO “THURSDAY — 
with our service. Write, wire or phone for details! Ne 

town too small for a SUCCESSFUL SALE! We can JiIRAMORL 

recommend Experienced Sales Supervisors at nominal 
fee—upon request! 


ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE] HUNDREDS OF SIGNS, PENNANTS, BAN. 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-76-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL "EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS , OPEN MONDAY AND THURSDAY NITES 

OF IDEAS) 


You, foo, can jam your store wits customers. They came! They saw: they bought! 


























NO a ro 


re 


4 gee ad 


J. BIELER PROMOTIONS Whabaale Disb 


| 29 East Madison Street (Heyworth Building) Chicago 2, Illinois + ALL PHONES: RAndolph 6-9550 
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We gave this baby the works. Good 
looks, clean-cut lines, great design. A 
recessed crown. We gave it easy date- 
readability . . . and the correct date 
appears automatically every day. We 
put all this in a watch with the famous 
Antarctic guts. . . it’s 17-jewel, water- 
proof,* self-winding, anti-magnetic, 
and shock-resistant, with a guaranteed 
unbreakable mainspring and balance 
staff... plus these 9 built-for-punish- 
ment features: 

1. Tension ring around 
the crystal prevents it 


Go PP AOL ae 
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gare e 


Jj as 5 ' es 7 


, 


Ps 


> 
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oa 
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from shrinking and keeps it watertight. 
2. Self-expanding washer in crown 
automatically allows for crown’s wear. 
3. Case is slim yet strong; back is 
deep-threaded for firmer seal. 

4. Bold raised indicators on dial can- 
not tarnish. 

5. Movement is 360° free-swing self- 
wind unit; replaced by removing only 
three screws. 

6. Balance wheel and escapement are 


Now! A handsome date watch... 


made of Glucydor, a new metal that 
is rustproof; unaffected by heat or cold. 
7. Hairspring is of new metal, an ex- 
clusive compensamatic feature—un- 
affected by electricity or weather. 
8. Neotal mainspring is rustproof, 
unbreakable, and retains its strength 
throughout life of watch. 

9.17 rubies are rounded wherever 
necessary for exceptional oil con- 
tainment. 


the new Antarctic D 





See why we can give Antarctic D a 
3-year unconditional guarantee! 
It’s a confident offer we know...ona 
watch we’re sure of: the Antarctic D! 
With an all stainless steel case, $79.50. 
With a rolled gold plate case, $89.50. 
The Antarctica for ladies: with the 
same great insides as the Antarctic 
(without date),$69.50. Feature’em all, 
they’ve all got a great sales history. 


* Providing case unopened, crystal and crown intact. 


LADIES’ ANTARCTICA 


GP SP a SO OS OO OS Oe o> —_— 


Antarctic outs! 


CROTON WATCH CoO., INC. 
404 Fourth Avenue, New York 16, N. Y. 


Please send me the following Antarctic 
watches, unconditionally guaranteed for three years: 


Antarctic D-Steel (Keystone $69.80) 
____Antarctic D-Rolled Gold (Keystone $73.80) 
__._Antarctica (Keystone $57.80) 





NAME 
PLEASE PRINT 





STORE NAME 





ADDRESS 
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by NIVADA GRENCHEN 2x22 





GENERAL ELECTRIC-TELECHRON 
WITH EASY-TO-SELL FEATURES... 


SNOOZ-ALARM® CLOCK $8.98 
MODEL 7H241-K: Combines 
two sure-fire features: “Read- 
Easy” lighted dial plus the 
alarm that wakes ‘em, lets ‘em 








snooze, then wakes ‘em again. 
Fashionable antique white case, 





white dial. 4” high x 4%” wide. 


LIGHTED DIAL CLOCKS AT LOW PRICES 


Talk about “can’t-miss” ideas! Now, the makers of General 
Electric-Telechron clocks not only give you the new “Read- 
Easy” lighted dial, but introduce it on two best selling alarm 
clocks. It all adds up to double sales appeal, and it’s yours 
to offer at surprisingly low prices: $7.98 for the RADIAL and 








RADIAL $7.98 


MODEL 7H245-K: A. 


favorite alarm clock, 
now with white dial 
and the “Read-Easy” 
lighted dial. Color- 
blending beige case, 
brown hands and nvu- 
merals, and sweep 
second hand of brass. 
3%” high x 5%” wide. 


ij $ 


EASY TO READ 


$8.98 for the SNOOZ-ALARM clock. Order both today! 
The “Read-Easy” illumination feature also gives you a 
big selling plus. It’s an entirely different kind of full-time 
illumination that lasts for years and years. What's more, it 
lights up the dial and makes it easy to read near or far. 


FLASHING LIGHT DISPLAY 


DEMONSTRATES AND SELLS 'EM ON 
“READ-EASY” LIGHTED DIALS 


The colorful flashing light display (shown at left) attracts customers and sells the 
lighted dial idea. It comes complete with bulb and cord, sets up in seconds, 
holds three clocks and tells a complete story. Ask your distributor for details. 


ENVELOPE STUFFERS 


Envelope stuffers in full color with retailer imprint and order 
blank are available for the new lighted dial clocks and also for 
a selection of Snooz-Alarm clocks. Now is the time to ask your 
distributor about them. 
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CLOCKS ANNOUNCE NEW ALARMS 
FOR TRADE-’EM-UP PROFITS 


i tani s wr Ar MIGHT 


NOW! NEW SNOOZ-ALARM® CLOCKS 


LITTLE SNOOZ-ALARM CLOCK $6.98 


MODEL 7H253-L: Biggest selling Snooz-Alarm 
clock now in color in its luminous version! In 
addition to gray in which it was introduced, this 
mode! is now available in pink and blue cases. 
35%" high x 3'/2” wide. 


What’s better than six Snooz-Alarm clocks? Eight of them! 
And that’s exactly what you'll find in America’s fastest selling 
alarm clock family...the only family that wakes ‘em, lets 
"em snooze, then wakes ’em again. 

Now your Snooz-Alarm clock opportunities are even bigger. 
With the Golden Circle Snooz-Alarm clock, you can offer the 


GOLDEN CIRCLE SNOOZ-ALARM CLOCK $9.98 


MODEL 7H265-L: America's most wanted alarm 
feature now in a round, antique white case. Fully 
luminous chocolate tan dial, bright brass bezel 
that highlights the eye-pleasing case. Brass sweep 
second hand. 4!4,” high x 4” wide. 


RICHWOOD SNOOZ-ALARM CLOCK $14.95 


MODEL 7H260: First Snooz-Alarm clock in a rich 
wood case. Distinctive African mahogany case, 
easy-to-read white dial, mirror-bright luxurious 
wide brass bezel. Brown numerals and hands, brass 
sweep second hand. 4/2” high x 6'4” wide. 








shape preferred by one-third of all alarm clock buyers. And 
with the Richwood model, you can now sell Snooz-Alarm 
clocks for den or desk as well as the bedroom. It will pay 
you to stock the whole family. And don’t forget the big selling 
opportunities in the new colors of Little Snooz-Alarm clock. 
There’s a style and a price for everyone who enters your door! 





A Snooz-Alarm Clock for Everyone! 


Little Gay Gay 
Snooz-Alarm Clock Snooz-Alarm Clock Snooz-Alarm Clock Snooz-Alarm Clock 
$5.98 (Luminous) $6.98 $6.98 (Luminous) $7.98 


we - 


Golden Circle 


Snooz-Alarm 
Clock Snooz-Alarm Clock Snooz- 0nd Clock aan. ‘aun ‘Clack 
$9.98 $10.95 $14.95 





Weekly TV show sells Snooz-Alarm 
and “Read-Easy” lighted dial clocks 

a : These dramatic clocks are featured on the 
Little G-E COLLEGE BOWL, an exciting weekly 
show that appears Sundays on the CBS 
television network (5:30 P.M. Eastern and 
Pacific Coast Time, 4:30 P.M. Central Time). 
Take advantage of all the commercials 
selling for you. Stock up on both kinds 
ae of clocks, and tie in with your own local 
advertising and displays. 


GENERAL @@ ELECTRIC 


elechuon 


Clock and Timer Dept., Generali Electric Co.. Ashiand, Mass. 
Snooz-Alarm is a Registered Trademark of Genera! Electric Co. 
to identify its brand of repeat alarm clocks 

All prices are manufacturer's suggested prices 

plus applicable taxes. 








$8.98 
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relies isl] aes ak Lower List Prices? 


exclusive! To the Editors: 
| Individval Team Member Trophy The so-called standard brands say, 
WB66/3 14” $11.40 ' 

“Do not sell less than advertised price.”’ 

Yet stores all around offer the same 
goods for less. You show copies of their 
advertisements to the company sales- 
complsto with man, and he tells you, “We are suing 

5 bowling or Jones Jewelry in Hawaii or some place. 

basketball figures —- and Consider, for example, a watch with 
five 14” INDIVIDUAL a $50 list price. Most jewelers have been 
TROPHIES to be trying to sell it at that price, even if 
presented to each guy or they have the watch in stock for five 
Team Championship Trophy gal on the winning team. years (some merchandisers, aren’t 
W833/23 28° $37.50 they?). But now the discount store 
Each of the 5 trophies is an exact duplicate of opens and sells the same watch at $30! 
the larver TEAM TROPHY and a gem in its The manufacturers promise to take 


own right — ready to be individually engraved Agee ce, ‘ 
FE Ra! Se SAR their lines away from such stores, but 


ORDER ALL 6 TROPHIES TOGETHER FOR they are glad to sell anyone because 
THE FABULOUS LOW LOW PRICE OF Watch Co. No. 1 doesn’t want Watch 


$42.40 net. | Co. No. 2 to outsell Watch Co. No. 1. 

| OE What would have happened if jew- 
elers had been selling that watch at a 
lower markup all along? Jewelers 
would have been better off today, in my 
opinion. They would have given the dis- 
count stores a little run for their money, 
O N PAG bE 1 5 7 and discount houses wouldn’t have had 

a chance to grow. 

South Norwalk, Conn. WILLIAM NAGEL 


You get one 
magnificent 28” tall 


TEAM TROPHY 

















Ils a handy coupon 


ideas on Tap 


to use when you To the Editors: 

For the past five years I have read 
your—or should I say our—publication 
want to place a on the jewelry business. . . . Whenever 
I need a new idea or a fresh approach, 
a quick glance through a recent issue, 
classified advertisement or for that matter one of the old issues, 
seems to provide the needed inspiration. 
Athol, Mass. HAROLD H. KUNIHOLM 


in the 
Lincoln-Ford Agency? 


To the editors: 

i at The article, “How to Sell Pin Lever 
Jewelers Circular-Keystone Watches,” in your January issue con- 
tained many intelligent suggestions and 
good merchandising ideas. However, I 
Chestnut & 56th Streets believe something should be said about 
whether or not a store should carry 
Philadelphia 39, Pa. pin lever watches in the first place. 

Let’s admit right at the start that 
pin lever watches cannot compare to 
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QUALITY 


BASIC 
COMPONENT 
OF 
FINE 
WATCHES 
THE 
WORLD 
OVER 
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with General Plate. 


METALS & CONTROLS CORPORATION iW 


General Plate Division Attleboro, Mass 


“Styles change - General Plate’s quality remains superior. 
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SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 


MONOGRAMMING 


You can RENT a 


Write for details KINGSLEY for 21¢ a day 


KINGSLEY Zz 


Ss) e OF alll -Taler me A ad 38, California 











TRAFFIC BUILDERS! 


1% in. Dia. 


Also available — Elk, 

Shrine, Eastern Star key 

chains, $15.00 per 100 

—may be asst'd. P= 
Ly © 


All eoins gold-plated | 














bronze. Newspaper mats 
furnished. Each can be 
advertised for 49¢ or given 
free with other purchase. 
Promotional possibilities 
unlimited! Terms: 10 days ~ 
a net to rated jewelers. 
Others, cash with order 
MASONIC KEY F.0.B. Nashville. (3 Ibs. MASONIC 
‘ : per C.) Postage prepaid 
CHAIN—!I in. diam. if cheek seccompanies COIN 
order. Cost to You $10.00 per 
Your Cost—$15.00 per 100. Minimum order. 
100. Minimum order. Special Order Mixed orders accepted. 
Mixed orders accepted. Coins & key chains for Space to engrave lodge 
Space on back to en- anniversaries, commenda- name, number and date 
grave name, lodge, etc. tions, dedications. of degrees. 


GOLDNER ASSOCIATES Newville: Tem. 


+ 











————————— . 


BARRASSO & BLASI, INC. | Fp GmCes 


a PLESENES eoeeeveeeses 
tne 


RELIGIOUS CROSSES 


CHAINED AND BOXED 


available in 10K & 14K 
yellow gold or yellow & 
white. Ask your wholesaler 
to show you the complete 
B & B line of the finest 14K — 24.15 


in jewelry. P7118 > 


“WRITE FOR COMPLETE INFORMATION at te cone 














jeweled-levers in quality. Thus, should 
a jeweler decide to carry pin levers, he 
must recognize the fact he is offering 
the customer an item that is relatively 
inferior. This is not to imply that there 
is anything wrong with a lower quality 
product if the price is commensurate. 
There is nothing wrong with a Ford. 
But a Lincoln is built with more care 
and better material. It will last longer. 
And if you can afford a Lincoln, why 
buy a Ford? 

Each store must decide whether it 
is selling to Lincoln customers or Ford 
customers. I have never seen a Lincoln- 
Ford automobile agency. 

Chicago JAMES DOLAN 


American Gem Society 


To the Editors: 

You have done a beautiful job in 
your March issue in presenting the 
American Gem Society to the trade. 
We greatly appreciate the recognition 
that you gave to the Society. 

ORLANDO S. PADDOCK 
Mermod-Jaccard-King Jewelry Co. 
St. Louis 


© @ Should be worth more to the AGS 
than any boost it ever had. 

ROBERT M. SHIPLEY 
South Laguna, Calif. 


Installment Credit Yardstick 


To the Editors: 

I look forward to receiving the re- 
prints of your “Credit Yardstick,”’ from 
which, I’m certain, we will learn some- 
thing. I like the presentation and I am 
sure it is controversial as well as in- 
formative. 

MEYER B. BARR 
Philadelphia Barr’s 


“A New Credit Yardstick’”’ has created 
widespread interest. Reprints are of- 
fered at 25¢ each. For orders of 100 
copies or more, the price is 10¢ per 
copy.—Editor. 


Claims & Qualities 


To the Editors: 
Exaggerated advertising in the jew- 


elry business is the topic of the day, and 
the headache of Mr. G. H. Niemeyer, 
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SHIRT-POCKET SIZE 
6-TRANSISTOR RADIO 


THAT OPERATES ON 
Penlite Batteries 


TOSHIBA... THE COMPLETE, FULL PROFIT LINE OF 
PORTABLE TRANSISTOR RADIOS PRESENTS THE MOST 
SENSATIONAL NEW SALES-PRODUCER IN THE INDUSTRY! 


Attractively Gift Boxed 
ee $74 


6-TRANSISTOR PORTABLE RADIO MODEL 6TP-314 


A Toshiba exclusive! Yes, housed in this miniature marvel 
in engineering and styling is a power-packed chassis that 
delivers unparalleled performance while operating on 3 
LOW-COST ... LONGER-LASTING Penlite batteries, 


Other Toshiba Profit-Makers! 


MODEL 5TR-I93: 


Best dollar value in transistor radios. 
Shirt-pocket size... big set performance. 
Reflex superheterodyne circuit, built-in 
ferrite antenna, earphone jack. Unique 
styling. 4” h. x 242” w. x 1%” d. 


Complete with genuine leather 


case and 9-volt battery List 2995 


MODEL 6TP-309 


Sure-fire sales getter! Only 4” high and 
loaded with quality features that provide 
unparalleled performance. 6-transistors, 
sensitive superheterodyne circuit, extra 
large speaker yoke, earphone jack. 
Beautiful styling in sturdy polystynol case, 


Complete with genuine leather 
case and 9-volt battery | ict 3795 


MODEL 8TM-294 


Its remarkable beauty is matched 
only by the superior quality per- 
formance. 8 transistors, audio 
system has 234” speaker, phono- 
input jack and plug. Extra high 
sensitivity. Can be used as @ 
table model too. 342” h. x 64%4” 
w. X 134” d, 

Complete with 4-Penlite Batteries, 

magnetic earphone and genuine 


leather carrying case. List 4 95 


Now, because of the universal availability of Penlites, 
your customers in the remotest areas of the country, will 
be able to secure replacement batteries for this model. 
Only Toshiba offers this amazing plus feature. It will open 
new avenues of profitable selling for dealers everywhere! 
Penlite batteries are available all over the world. 

* SPECIALLY DESIGNED AUDIO CIRCUIT 'S 
* BUILT-IN FERRITE ANTENNA List 

* AM BROADCAST RANGE, 540 to 1600 KC Complete with 3 Penlite 


* ONLY 4”H. x 212”W. x 1-3/16”D. 
* EARPHONE JACK 


*3 to | TUNING RATIO SECURES PEAK 
PERFORMANCE ON ALL STATIONS 


batteries, and extra fine 
genuine cowhide case 


LIFE 


NATIONALLY 
ADVERTISED 


For Complete Information Contact Your Local Distributor or Write Direct to Dept. J5 for Descriptive Literature! 


ve U.S. Represe: 


TRANSISTOR WORLD CORPORATION 32 Broadway, New York 4, New York 
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SELLS ON SIGHT ! the Jewelers Vigilance Committee 


chairman. 

You can hardly open a trade maga- 
zine without finding a complaint about 
this plague, and the matter must be 
serious—the proof: Your editorial 
S.0.8S. headline, “How to Save an In- 
dustry.” How? That is the question, 
says Shakespeare. 

Everybody sees the remedy in turn- 
ing down misleading Barnum advertis- 
ing and the misuse of blue white, 
perfecut and perfect terms. Why not 


try to bring the quality up to the claim? 
Antwerp JOACHIM GOLDENSTEIN 




















FOR TABLE | 
AND DESK , | Bridal Service 
— 4 | To the Editors: 

Thank you for the very nice article 

(Teen-Age Bridal Consultant, March 

issue). I think you should be very 

happy to know that I have been getting 

so much mail that I think I will have to 

hire a secretary to answer all of it. So 

there is the proof that jewelers do read 

JC-K. Thank you again. 
(MRS.) BETTY HAMLIN 
Beloit, Wisc. Hamlin’s 


Diamond Industry Review 


$s | To the Editors: 
| Mr. Harry Oppenheimer has asked 
Inct. Fed. Tax. | me to thank you for sending him the 
; | copy of “Diamond Industry - 1957,” 
your 33rd annual review. 
Johannesburg, S.A. B. J. RUDD 


Retail List 


Not Wailing 


' i , To the Editors: 

Lets you know = Seldom if ever do I find anything in 
when the fuel is low! JC-K of which to be critical. Right 
| now, however, I have a small beef. On 

This Vu-Lighter table model sells on sight page 160 of the March issue you say: 
because it’s designed for impulse pur- | “The U.S. flatware industry must have 
rm tan pond comp ns 30g ee. ee ee 
the handsome chrome | a four-page brochure. aig, 10a, 7ae 
and color trim. It’s a word “wails” indicates that we are 
superb lighter with looking for sympathy. What this in- 
dustry wants, and that to which I think 


more unusual features 

than any other lighter , £ ee | it is entitled, is justice. Our brochure 
on the market — tt ee | stated facts. We are fighting; not 
UNCONDITIONALLY @ | 4f : | crying. 

GUARANTEED by == nee Cee Se oy Meriden, Conn. RALPH BERTINI 
world-famous Scripto! | ta oo | International Silver Co. 


FREE COUNTER DISPLAY | JC-K laments having used an inaccu- 


Soed t | rate verb in connection with the flat- 
sake : I! fer ware industry’s well-documented case 


or tariff protection.—Editor. 
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ONG TUTTTINE 


ie ~ nralse 


Baldwin's Floating Action Means Total Flexi 
bility ... the free-floating rivet leaves top 
and bottom liners free for movement in any 
direction. 


Ask your wholesaler for illustrated pamphlet 


+o 
Baldwin Bracelet Corp. 


22 West 48th Street, New York 36, N.Y. 
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Watch manufacturers impose rigid standards 


on the expansion bands they use as original 
gnte 


;c FT 
Ci 


equipment with their watches. The slig 
defect means a return — and Baldwin has a 
lower rate than any other band. it is hign 
praise, and one reason so many top nationai 


manufacturers use Baldwin Bands 


Among the other reasons are Baldwin's Total 
Flexibility free-floating rivets, 100% stain 
less steel construction, rigorous wear testing 


and immediate replacement guarantee 





MOTOROLA 
launches its exciting '59 line 


of Portable Radios spearheaded by 


the hottest seller 


the market’ 


ever seen! 


aXe 


3 


S 

* 
aoe ae 
x eS ey A 
* i OA 


”, 


= 
ae 
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Other ’59 Motorola Sales- 


Outstanding performers in every size . . . styled to suit every personal preference 


Most powerful long-dis- 
tance transistor portable. 
New chassis and audio sys- 
tem provide extra power to 
pull in distant stations. Out- 
standing tone for distortion- 
free sound. Plays 12 times 
longer than ordinary tube 
portables on inexpensive bat- 
teries. Model L14 in Smoke 
Charcoal, highlighted with 
brushed aluminum trim. 


———eC«é© tft ce eee e 


Most powerful pocket 
portable. With 8 transis- 
tors, 2 diodes. Extra am- 
plifier transistor in RF 
stage for 5 times more se- 
lectivity. 3-section gang 
tuning condenser for 9 
times more sensitivity. 
New audio amplifier for 
30% more audible volume. 
Model 8X26 in Maple 
Sugar or Charcoal. 








Most compact pocket portable. With 6 
transistors, 2 diodes. New chassis with pre- 
mium-rated transistors and Class “B’’ push- 
pull amplifier extends tonal range, cuts battery 
drain. Special design gang-tuned condenser 
ends volume fade. Model X12 in Gray or Smoke. 
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New Motorola 


All- Transistor 


Pocket Radi 


with powerful 
built-in speaker 





ct 





’ 


” 


TREMENDOUS 
TONE QUALITY 
of full-size set at 
low or full volume. 












... with these 


exclusive features 
———S— - | Ne 
Built-in antenna pulls > lems for 
in signals loud and clear. easy-to-read dial. 
wie o— = Model X-11 
eee i Break-resistant case in 
a N eye: 4 Black, Blue, Green, Red. 
~N ite ' Plays on single low-cost 
te A : \ battery (slightly extra). 
. =I Earphone Jack for pri- 
vate listening. 
Power-packed chassis Built-in easel for “Stand 
with full 6 transistors. up”’ position. 
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Plays with the sound 
_< of sets twice its size in y 
ha 







ONGINES 


THE WORLD'S (4 oe bnsted’ ~NWATCH 


AVAILABLE TO AUTHORIZED 


LONGINES-WITTNAUER 
JEWELERS 


Pe 


THE FABULOUS 
BRUSSELS WORLD’S FAIR 
-——™.. COLLECTION 


rae OF 


28 acne DIAMOND WATCHES 


as exhibited in the 
PALAIS D’ELEGANCE 


Illustrated are four exclusive creations from this 
series. Reading from top to bottom, they are: 


No. 564— Fashioned with the elegance of a crown 
jewel is this smallest round backwind watch lavishly 
adorned with diamonds set in 18K white gold. $495. 


No. 634—The exquisitely proportioned watch 
framed with diamonds is enhanced by the gracefully 
tapered bracelet—all in 18K white gold. $895. 


No. 624—This smallest round watch is accented 
with a diamond-paved frame and magnificently 
fashioned platinum bracelet set with round and bag- 
uette diamonds weighing over 714 carats. $8,000. 


No. 632—A platinum bracelet watch of rare 
splendor, set with diamonds weighing over 9!) 
carats. The ornate cachet which covers the watch 
can be detached and worn as a clip. $10,000. 


Prices listed are retail. 


ve 


ae [ ) | Bed 
Lf WGN —-VAMNHAMHEL 


ee WATCH COMPANY 


LONGINES-WITTNAUER BUILDING, NEW YORK 36, NEW YORK 
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soe CATCH A THIEF: A man walks 
out of a Salt Lake City jewelry 
store, gloating over the $80 he has 
just gotten in exchange for his phony 
check. He hops a cab, cruises across 
town for 15 minutes, then steps into 
a bar for a fast beer. He never fin- 
ishes the beer. Detectives appear and 
arrest him. 

Who squealed? 

Barely had the thief left the jew- 
elry store when the jeweler glanced 
at a police description list of bad- 
check artists near his cash register: 
saw a perfect sketch of the man he 
had just served. 

Immediately, the jeweler called 
police, giving them the description. 
The police in turn placed one fast 
call to a local store. That store called 
five others; each of those five called 
five more merchants. The bartender 
had been alerted about two minutes 
before the culprit put his money on 
the bar. 

Hundreds of Salt Lake City busi- 
nessmen have signed up for this 
“chain-letter”’ way of catching bad- 
check thieves. City police issue a tele- 
phone chart to each merchant, telling 
him which other merchants he must 
call. Merchants are broken down by 
business areas. If no one breaks the 
chain, all stores can be alerted in 
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SPEAKING OF THE JEWELRY TRADE 


minutes. If someone does break it, 
he can be dropped from the program. 


Well worth looking into? 


Be BENS A CENTENARIAN:— Senti- 
mental Britons look fondly on 
their favorite timekeeper this month. 


May 31 is Big Ben’s hundredth birth- 
day. 

The giant clock, which regulates 
activities of Londoners from the 
House of Commons tower, had a face- 
lifting last year in preparation for its 
centennial. Now, the old fellow really 
does himself proud, nattily bedecked 
in gold and black. 

Statistics leave no doubt as to why 
the famous clock is called Big Ben. 
Dials are 23 feet in diameter; hour 
numerals, two feet long, with minute 
spaces a foot square. The _ nine- 
foot hour hands weigh six cwt (hun- 
dredweight); and the pendulum is 
13 feet long. 


Two and one-half ton weights are 


raised from nearly ground level by an 
electric motor. Its escapement, known 
as the Grimthrope “Double Three- 
legged Gravity,” has become standard 
in most public clocks. 

And this veteran keeps remarkably 
good time considering its years. A 
recent annual report said that on just 
16 days of that year was it more than 
one second off. Caretakers rearrange 
the weights on the tray at the top of 
the pendulum to make corrections. . . . 

The familiar eight notes of Ben’s 
bells are supposed to be based on a 
phrase in the accompaniment of Han- 
del’s “I Know That My Redeemer 
Liveth.”. So much loved throughout 
the Isles is this sonorous refrain that, 
since 1923, BBC has broadcast it each 
day. 

Even in far-off New Zealand, a re- 
cording of Big Ben’s voice is aired 
at 9 every evening. And if the House 
of Representatives is in session, mem- 
bers rise and stand in silent reverence. 


5 prepaenas SPOTTER ?—Horology is 
rapidly taking some mental haz- 
ards out of the medical profession. 
We’re told that the modern MD can 


rely on timepieces to calculate for 


him—precisely—a_ patient’s rate of 
pulse, heart beat, breath intake. 
But, at least one practitioner thinks 


57 





Pit 1 


the perfectly balanced weight of Wallace Stainless! 


Wallace Stainless comes in 31 different patterns in 


Place any piece of Wallace Stainless on your finger or 
hold it in position for use. It will feel just right, because 
it’s perfectly balanced. Since most customers buy flat- 
ware by feel as well as by looks, your sales of stainless 
can literally hang in this balance... a very good 
reason for you to stock Wallace. And here’s another— 


6 price lines . . . each better looking than the last, 
each a glowing testimony to the craftsmanship that’s 
made Wallace the leader in fine tableware. Your cus- 
tomers know Wallace quality. They’ve heard of it. 
They can see it. And feel it. That’s why they buy it. 





VVALLACENV|STAINLESS 


The greatest name in American tableware 


BRIGHT STAR tsp. .49 


LILT tsp. .49 


NORTH STAR tsp 


WALLACE STAINLESS — A DIVISION OF WALLACE SILVERSMITHS, AT WALLINGFORD, CONNECTICUT... SINCE 1835. 
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more work should be done on the 
practical side of his means of liveli- 
hood. During a recent survey among 
doctors of Switzerland—which, inci- 
dentally, indicated widespread use of 
these medical timepieces—a county 
physician wanted to know: “Why 
don’t you give us a timer for telling 
when a patient will pay his bill?” 


 Saesnmlieenes FOR ZEST: — Four 

years ago Robert J. Gunder, 53, 
advertising director for Hamilton 
Watch Co., drove himself to the point 
of a breakdown. After exhaustive 
hospital tests, his doctor reported: 
“Nothing wrong except the pressure 
of civilization. I prescribe a desert 
island!” 

And Gunder took him seriously. In 
an article in Coronet magazine, he 
describes the wonderful peace he 
found at Grand Cayman, an island 
south of Cuba which is still as primi- 
live as it was when Columbus stopped 
there in 1503. 

“It was as if a giant mainspring 
was unwinding within me,” he writes 

. no trains, no planes to catch, no 
schedules. “Just a vast expanse of 
sea, sky and coral.” 

Today, he “never has been happier, 























healthier, or more pleased with life 
... but he returns to his island for 
refreshment each year. 

So grateful is Gunder for his dis- 
covery about how tired-out batteries 
can be recharged, that he recommends 
an “island” for everyone. . . . “The 
‘island’ is but a symbol of inner 
peace,” he writes—and can be found 
at any time: during a brief interlude 
in a busy day, at a concert, in church, 
in your own backyard... . 





“Every man can find it, if he will 
but gaze honestly into his heart. For 
then he will truly know himself.” 

Thought-provoking words—from a 
hard-hitting, highly successful ad exec. 


pemnrncs PERFORMANCE: — School- 
master Millard Harmon of New- 
ton, Mass., may be wearing the only 
electric wrist watch which has seen 
the other side of the Iron Curtain. 
This remarkable little timepiece is 














"The darned thing goes ‘tick-tock'!" 
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being something of a prestige ambas- 
sador for our country in the USSR. 

“I can’t help showing it off,” the 
traveller writes home. “The Russians 
are always so impressed. . . .” 

One night two students, with whom 
he had been discussing philosophy, 
examined it under a street light near 
the Kremlin. “A very fine instru- 
ment,” one exclaimed. “Some day we 
will have such things. But, right now, 
our technology is going into Sput- 
niks.” 

And another young fellow, a black 
market operator, stopped Harmon in 
Red Square to ask: “Will you sell me 
that watch?” 

“When I told him that it was rather 
expensive, he offered to pay me 1200 
rubles (10 rubles = $1). Then I 
explained that it was not for sale— 
and he upped his price. . . . 


Nothing could persuade Harmon to 
part with that watch, though. “It has 


given perfect performance these last 


months, under extreme condi- 


99 
. 


six 
tions. . . 

Besides, it’s sure to stimulate other 
revealing conversations. 


(eae PEARLS — A_ new-type 
cultured pearl started trickling 
into our market last year—a brilliant, 
opalescent pearl, from a New Zealand 
shellfish called paua. Paua isn’t a bi- 
valve, so seeding causes trouble. Mor- 
tality is high. Yet, so beautiful is the 
paua’s pearl that an enterprising New 
Zealander, E. J. Richardson, has 
gained permission to use an island in 
Wellington Harbor for full-scale seed- 
ing experiments. 

Now, he’s looking for a way to get 
Japanese experts to help. (The Japan- 
ese government has strict regulations 
about teaching their seeding process 
to non-Japanese. ) 

Another problem is catching these 
shellfish. At the least sign of danger, 
they cling tightly to rocks. But they 
“run” in terror at the sight of a star- 
fish—and can easily be picked up. 
So Mr. Richardson sends starfish 
down with his divers as automatic 
un-clinging devices. 





by Marion K. Stocker 


Card is as good as cash—for 
jeweler and customer—under 
plan whereby a bank takes on 
all responsibility for billing 
and collections. Here W. R. 
Shillaber of William Barth- 
man, 174 Broadway, New 
York, fills out sales slip which 
will go to Chase Manhattan 
Bank of New York for credit- 
ing—minus 6 per cent—to 


Barthman account. 


SHOULD | JOIN A BANK CUSTOMER-CREDIT PLAN? 


Many jewelers are asking them- 
selves that question, now that 
banks are setting up time pay- 
ment systems. This JC-K Spe- 
cial Report describes some. of 
the plans—and what participat- 
ing jewelers think about them 


® SOONER OR LATER, a bank will probably offer to 
become your credit, billing, bookkeeping and col- 
lection departments. Or, you may be one of sev- 
eral hundred jewelers who already are associated 
with some bank-sponsored consumer-credit plan. 

Banks throughout the country are hopping on 
the credit-business bandwagon in wholesale num- 
bers. This trend, in the making for some five 
years, gained momentum recently when the two 
largest banks in the country—Chase Manhattan 
of New York and the West Coast’s Bank of 


America—came out with full-blown systems of 
their own. Among others are: Marine Midland 
Trust Company of Southern New York; Girard 
Trust Corn Exchange of Philadelphia; First 
Western Bank of San Francisco; Industrial Na- 
tional Bank of Providence... . 

To help you evaluate what the banks have to 
offer, JC-K has investigated several of the plans 
and interviewed jewelers—large, small. cash and 
installment—who have had experience with them. 
Here are the questions we asked and what we 
found out: 


Just what is the plan which the banks are spon- 
soring? 

Plans differ slightly from bank to bank. Typi- 
cally, the bank issues credit cards to qualified 
customers; and the customer presents his card 
to you in making a purchase. You honor the card 
without question because the bank assumes com- 
plete responsibility for collections and delin- 
quencies. Your sales slips are sent to the bank 
each day where they are promptly credited to 
your account with that bank, just as though you 
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Beginning MONDAY, Feb. 23rd, 


with this card... 


Shop without Cash 


Your Midland Shopper Credit Card is the key to convenient shopping! 
at all member 


charge | made at member stores. No need 


mY Pee MIDLAND 


TRUST COMPANY 
of Seothers New York 


Ee = 











Member Federa! Deposit Insurance Corporation 




















made a cash deposit. In other words, each sale 
to a credit card holder is a cash sale. 


What do the banks charge the merchant for this 
service? 


It varies with the particular system. Marine 
Midland banks charge a $50 membership fee, 
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A barrage of ads such as this rouses 
desire of consumer to become card- 
holder in the plan which transfers 
credit business from merchant to 
banker. Reaction of retail jewelers 
ranges from enthusiasm to “‘it’s too 


soon to judge”’ to outright skepticism. 


Below, sign or sticker in store window 
tells card-holders where their cards 
will be honored. Sales slips are writ- 
ten in triplicate, for bank, jeweler and 


customer. 


ee 





plus 5 per cent discount on each sales slip proc- 
essed. The Girard Trust charges $20 to join, a 
6 per cent service fee, and an additional $2 per 
month if a store’s sales slips for a month total 
less than $200. Some banks give each merchant 
a monthly sales quota and reduce the discount 
charge, on a sliding scale, when he exceeds his 


(please turn to page 82) 
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From top hat to sports cap: Men's hats from 
your local haberdasher key groupings of 
jewelry for varying degrees of formality in 
dress. The jewelry is displayed on slanting, 
fabric-covered panels through which four hat 
stands extend to display the four pieces of 
headgear. Additional jewelry is shown on the 
window floor. Copy card on the left carries 


a message on the men’s fashion theme. 


Borrowed “props” 


can spice 


your windows 


by Virginia Dixon 


@® EVEN WITH CAREFUL MANAGEMENT, a time may 
come during the year when the display budget 
is at an unhappy, low point. When this occurs, 
we substitute ingenuity for cash—and go abor- 
rowing. Merchandise items borrowed from other 
stores, with full credit given on a small card in 
the window, can do wonders to increase our reper- 
tory of display ideas. 

These may be related to our own merchan- 
dise—linens with silver and glassware, clothing 
or fabrics with jewelry and similar congenial 
items. Or they may be quite startlingly unrelated 
items, used as attention-getters. Fishing tackle 
or a cage of canaries in the jeweler’s window will 
attract notice by the very fact that they are out 
of their accustomed locale. For effective display, 
however, they must carry out some idea or theme 
pertaining to the jewelry merchandise shown 
with them. 

This sort of thing, developed among several 
merchants into a mutual aid program, could lead 
to more effective windows all around. You might 
institute such a program in your community as 
long, of course, as you are willing to return the 
favor by loaning your jewelry merchandise. 
Such a plan has increased effective display pro- 
grams—and sales. 

The accompanying sketches illustrate how this 
idea was used to add interest to displays of men’s 
jewelry. Baa 
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Mailbox attention-getter: This display suz- 
gests gifts for men. The copy lettered on a 
paper ribbon extending from the rural mail- 
box reads . . . “Whether he is near or far 
away ... Send your love a thoughtful gift 
of jewelry .. .’’ The mailbox can be bor- 
rowed from a hardware dealer. Mount it 
on a low stand wound with artificial leaves 
or a vine. Small gift-wrapped packages are 
hung from the window ceiling. Merchandise 
is arranged on step elevations on each side 


of the window. 


Shirts and flowers: Haberdasher and florist 
both contribute to this display. Men's shirts 
display tie clips, tie pins and cuff links to 
advantage. A small dressing table set-up to 
the right includes a mirror, jewelry case, hair 
brushes and other toilet accessories and a 
lovely corsage in its cellophane box ready 
for the gentleman to take to his evening's 
date. Photographs of pretty girls hung 
against the background wall carry out the 


“gentlemen about town” theme. Copy em- 


phasizes the idea that the gentleman always 


wears the latest in jewelry accessories. Ad- 
ditional merchandise is shown on small 


tiered elevations. 


Helps for the bridegroom: Although wedding 
promotions are chiefly slanted toward the 
bride, the groom has his place in the picture, 
too; and this display is designed to drama- 
tize that place. The large copy card lists 
the gift responsibilities of the groom: pur- 
chase of flowers for the bride, his mother 
and her mother; boutonnieres for ushers 
and best man; arrangements for the honey- 
moon trip; the clergyman’s fee; gifts for the 
bride, the best man and ushers. Luggage 
and a travel poster suggest the honeymoon 
trip. The ring, tickets and timetables, his 
own jewelry and boutonniere are arranged 
in the foreground. Other men’s jewelry 
items are arranged as gift suggestions. The 
luggage and poster may be borrowed. Wed- 
ding bells are hung or sketched against the 
background panel. 





SHOULD YOU 
TELL ALL 


ABOUT 
DIAMONDS 


YOU SELL? 


Today’s average diamond- 
customer wants all the 
facts to be disclosed in 
writing, fully and frankly, 
says the author. 

Since you've nothing to 
hide, why not give him a 


certificate? 


by William Scheibel 


@ SELLING A DIAMOND is not the easiest task. 

The average customer gives. considerable 
thought to a diamond purchase before he finally 
says, “I’ll take it.” Then, with some reluctance, 
he parts with his money. The buying of an $800 
diamond is, to him, a major transaction and the 
deal is seldom completed in just one sitting. 
Window shopping usually precedes even the first 
visit to a store; after which he stops in solely to 
see what’s what. Only after a series of visits 
is the sale concluded. 

For the average customer—who buys 90 per 
cent of all diamonds sold—this deliberation is 
fully justified. To him, a diamond is a blind item. 
It carries no trade-mark or quality mark to mea- 
sure its quality. 

Contrast this uncertainty with the feeling of 
confidence a customer has when he sees the 
Sterling mark on silverware or the 14 Karat 
stamp on gold. He may not know much about 
the composition of Sterling or of 14 karat gold; 
but he feels that he is on familiar ground. 

But a loose diamond, or even one set in a trade- 
marked mounting, must be bought on faith; on 
the say-so of the man behind the counter. True 
enough, the prestige of the store and the reputa- 
tion it enjoys in the community are important 
ingredients in the sale; and there are many 
establishments in which diamonds are bought 
with supreme confidence. 

Sometimes, however, even the finest stores 
have trouble. And how about the thousands of 
other places not in the “Tiffany” category? They 
really have a tough row to hoe when it comes to 
selling diamonds. 


Buyers More “Wary” 

At the RJA convention in New York, last 
August, a Houston jeweler of high repute 
lamented a change in the buying attitude of some 
of his customers. He was one of six or seven 
retailers, from various parts of the country, who 
agreed that the average customer today is more 
wary, inquisitive and difficult to sell than before. 

“T had a fellow two weeks ago,” said the man 
from Houston, “‘who wanted a written reference 
of character with a diamond he was buying for 
an engagement ring. I had already told him 
exactly what the stone was like; that we con- 
sidered it to be V.V.S.I. and that it had only 
the faintest tinge of color. Otherwise, I assured 
him, it was as fine a gem as we ever had. 

“But this guy wanted some sort of a pedigree 
with this stone. He said that when he bought 
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his sweetheart a dog some four months ago, the 
kennel gave him the dog’s full pedigree and a lot 
of other information that proved it was a full- 
blooded pooch. The dog cost him only $100. And 
here he was spending nearly $1,500 for a dia- 
mond and we wouldn’t give him anything to show 
what he was getting for his money. . . . Thank 
heaven we don’t get customers like that every 
day.” 

Similar scenes probably take place each day 
in stores throughout the country. People are 
pretty much the same everywhere. 

It’s said that there are three sides to every 
argument: your side, the other fellow’s side and 
the truth. 

We already know how the average jeweler feels 


when a customer asks for proof of quality in a 
$1,500 diamond. The retailer is perturbed be- 
cause he thinks his prestige and reputation have 
been impugned. 

We also know how the average customer feels; 
he wants some evidence that he is getting what 
he is paying for. When he buys a car the dealer’s 
brochure tells him, in black and white, the num- 
ber of cylinders in the motor, its horse power, 
gear ratio, tire size and what not. ... When 
he buys a house he receives a written deed re- 
gardless of the realtor’s reputation or standing 
in the community. No self-respecting real estate 
broker would question a client’s right to ask for 
such a certificate. 

Why then, asks the customer, should the jewel- 
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What you should know about 
the CUT OF A DIAMOND 
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CULET 
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YES - EVERY FACET- 58 IN EACH ROUND DIAMOND 
MUST BE ABSOLUTELY 100% PERFECTLY CUT 
IN ORDER TO ASSURE UTMOST BRILLIANCY. 


What you should know about 
IMPERFECTIONS 








0, a7 FLAWLESS | Our Guarantee 


(Most Valuable) 


states in WRITING 
@ SF CARBON | that the Diamond 
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A Spots, Bubbles Cracks 
Feathers or any other 
Structure imperfect 


LS», 100% PERFECT! 
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GEESLER“LEE SELLS ONLY FLAWLESS DIAMONDS! 


Pages from a Gensler-Lee pamphlet which goes 
to each of the firm’s customers. Factual and 
easy to read, the pamphlet builds confidence in 


this firm and its specialty, diamonds. 


SHOULD YOU TELL ALL ABOUT DIAMONDS? 


(continued from preceding page) 


er feel that his honor has been impeached when 
he is called upon to supply a certificate of qual- 
ity with the diamond he sells? The purchaser 
might logically say: “If it is everything you say 
it is, there is nothing to hide; nothing to be 
afraid of ...no reason to refuse my request.” 


The Store’s Own Word 


Durward Howes III of B. D. Howes & Son 
is in agreement with the jeweler from Houston. 
(The Howes stores in Los Angeles, Beverly Hills 
and Pasadena are among America’s finest.) 


“We encourage our customers to examine our 
diamonds under the Diamondscope to see for 
themselves exactly what we tell them about our 
gems,” says Mr. Howes. “We point out every 
characteristic so the purchaser sees and knows 
what he is getting for his money. 


“When a customer walks into any of our stores 
to buy a diamond,” he continued, “he knows our 
reputation; he feels confident that he will get 
the finest quality the market affords at a price 
that is honestly consistent with such quality. Be- 
cause he knows that he can depend on us, he 
accepts our say-so for the quality of the mer- 
chandise we sell him. We do not give certificates 
of character of any kind. If a customer expects 
anything like that, he is shopping in the wrong 
place.” 

However, many jewelers, worried by competi- 
tion and diminished public respect for the jewelry 
industry, suggest that failure to disclose informa- 
tion on diamonds—in writing—may be a con- 
tributing factor to their present unhappy situa- 
tion. They feel that the jewelers’ own reticence 
has made it possible for discount houses and 
other chasers of the fast buck to exaggerate and 
even deliberately misrepresent the value and 
quality of the diamonds they offer. 


Pedigrees for Diamonds 


It would not be difficult to provide a certificate 
of quality with diamonds. My article entitled, 
“A New Way to Sell Diamonds,” which appeared 
in the February issue of JC-K, shows how this 
can be accomplished by use of a diamond-graph 
record. The diamond-graph could be put on 
tamper-proof bank check paper and permanently 
affixed, like a label, to the sales slip delivered 
to the customer. Such a certificate of quality 
would assure the purchaser and destroy any 
feeling that he was buying a “pig in the poke.” 
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Steps in this general direction have already 
been made in a number of stores. One establish- 
ment, long famous as a “House of Fine Dia- 
monds,” displays an impressive certificate in its 
windows with a card explaining that such a 
Certificate of Quality is issued with every dia- 
mond. Such a certificate is by no means a full 
disclosure of what the diamond really is, but it 
indicates color, clarity and weight of stone. 

Donovan & Seamans Co., Los Angeles, recently 
ran a four-column newspaper advertisement in 
which they featured engagement rings. The ad 
read, in part, as follows: 

“Engaged? Spending between $200 and $300? 
Buying a diamond engagement ring should be 
a completely down-to-earth transaction. There 
need be no mystery as to quality and value. At 
this time-honored house you, yourself, by Quality 
Point Rating, know exactly what your dollars 
are buying. Investigate before you invest.” 

(Donovan & Seamans Co. adds that their Qual- 
ity Point Rating diamond evaluation is the origi- 
nal and exclusive property of their Certified 
Gemological Laboratory.) 

Here is positive recognition, by an establish- 
ment of high standing, that it pays to supply 
customers with full disclosure of the quality- 
character of their diamonds. 

Even the big department stores consider it 
advisable to cultivate public confidence in the 
diamonds they sell. The May Company, in Los 
Angeles—one of the country’s largest—features 
a similar sort of certificate on its diamond show- 
case. It is imposingly printed in black and red 
on a parchment-like paper and reads as follows: 


CERTIFICATE 
OF DIAMOND QUALITY 


This is to certify that Diamond No 


What you should know about 
PROPORTION 



























































Our GUARANTEE 
states in WRITING 
that the Diamond 
you have 

ig 100% PERFECT 
in cut and proportion, 
the finest MAKE that 
money can buy ! 
inferior cutting 

can affect the price 
of a Diamond as 
much as 75%. 





Erety CHER Diamond is PERFECTLY CuT! 


What you should know about 
LIGHT LEAKAGE 








When light enters a properly cus dia 


mond, it is reflected from facet to facet 
and comes back through the top in a 
rainbow blaze. 








In a stone that is too deep, much of 
the light is reflected to opposite facets 
at the wrong angle to return through 


the top and so is lost through the sides. 





In a shallow stone, much of the light 


is lost as it fails to be reflected at all 
and “leaks” out the bottom. 


TOO SHALLOW 





A Perfectly cut Diamond has the 
greatest amount of FIRE ,LIGHT and 
BRILLIANCY ! Only the FINEST at sxnsuan-itt 


sold this day to 


to the specifications listed below: 


Clarity 


“What You Should Know About Diamonds,” 
Gensler-Lee booklet, tells customer what to look 
for in quality—though it does not list details 


about the gem he buys. 
As is done in many other stores, the May Com- 


pany lets the customer examine stones with a 
(please turn to page 120) 
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by Milton Artz 
as. told to 
Mildred Sullivan 


Photo department occupies only 18 feet of wall storage near 


credit window, at rear of store (above). Yet, in a year, 


Art’s Jewelers has sold $90,000 worth of photo equipment. 


.. . Below is one of the newspaper ads which have brought 


in business. Artz places full or half-page ads in two local 


newspapers each week. Then, reprints go with monthly 


mailings to 10,000-20,000 families. 


WITH NEW EASY-TO-ATTACH EXPOSURE METER 


eenetnions OA AMAA AO Re A 


eens TM tt im ATA 
You Get ALL These Deluxe Attachments! 
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WANT TO—CLICK-CLICK—MAKE PROFITS THAT QUICK? 


INSTALL A PHOTOGRAPHIC DEPARTMENT! 


Build interest by taking lots of 60-second photos, advises Artz, left. 


@® WANT $90,000 of extra business next year? 
Want enough extra volume to cover one-third of 
your store’s total? Want to draw e.ztra sales- 
producing traffic? You need a photographic de- 
partment! 

When I put a photo department in my store 
(Art’s Jewelers, Webster, Mass.), I began with 
an inventory of $3,000. Today it is $15,000. In 
a year, I sell about $90,000 worth of photo- 
graphic equipment—and this is business I never 
touched before! It accounts for about one-third 
of my store’s annual volume. In addition, the de- 
partment has created traffic I never had—traffic 
that has boosted my diamond business to an all- 
time high and also pushed the sale of silverware, 
watches and jewelry. 

My success has led me to this conclusion: 
Every credit jewelry store in America needs a 
photographic department if it wants to build 
sales-producing traffic and cash in on a constantly 
expanding market. (Think of all the young 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1959 


couples you know with new babies who are buy- 
ing photographic equipment to keep a living 
memory of their children’s growth.) 

And when I say “every credit jewelry store,” 
I mean just that. Whether you are in a large 
city or a small town, the photographic equipment 
market has room for you. My town, Webster, 
has a population of 15,000. There are two large 
cities nearby, each with a population of over 
200,000. Yet the large retail outlets and discount 
houses in these cities have not hindered the 
growth of my photographic business. Don’t 
worry about competition. There will be room 
for you if you use effective marketing techniques 
and progressive merchandising methods. 

This is what I suggest: 


>» Center the selling of photographic equipment 
around package deals. Include in a still camera 
package: the camera, flash attachment, exposure 
meter, camera case, film, bulbs and an album. (I 


69 





INSTALL A PHOTOGRAPHIC DEPARTMENT 


(continued from preceding page) 


carry photo supplies as part of package deals 
only; I do not sell them separately.) Although 
they range in price from $89.95 to $229.50, our 
$150 picture-in-a-minute camera package is the 
big seller. Our movie camera package, which in- 
cludes a projector, screen, camera case, light bar, 
roll of film, lamp bulbs and, of course, camera, 
sells from $99.50 to $350. The $149.95 is the 
best seller. 


>» Promote one camera package at a time. I 
push a package for a few months, then I develop 
another package around another brand of camera. 
Package deals eliminate the chance of the cus- 
tomer buying accessory equipment somewhere 
else, increase your store’s average unit sale and 
increase your percentage of gross profit on each 
sale. 


> Use high-powered, dramatic advertising and 
promotion. It need not necessarily be expensive 
(I spend only 4 of 1 per cent of total sales reve- 





Cameras always are featured in one of Artz’ four display 
windows. He advocates selling “package deals” which 
include camera, flash attachment, exposure meter, camera 
case, film, bulbs and album. 
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nue for promoting and advertising photo equip- 
ment; 4 per cent for the rest of the store), but it 
should be attention getting and sales producing. 

What do I mean by that? This is what I do 
in the way of advertising and promotion: 

NEWSPAPER: Weekly full- and half-page ads in 
two local newspapers. Each ad is amply illus- 
trated with photographs of each item in the pack- 
age deal. Very little text is used. Most ads are 
on a cooperative basis with the manufacturer. 

DIRECT MAIL: This is a very potent medium 
for package deals. We recently sold 169 packages 
at $129.95 each during a 10-day direct mail pro- 
motion. Mailings produce an average of 114 per 
cent return in actual sales. Reprints of our news- 
paper ads are mailed at least once every month 
to 10,000 to 20,000 families, including customers, 
paid-up accounts and potential customers within 
a 40-mile radius. 

CATALOGUES: Camera packages get extensive 
display in our annual catalogue. Lesser space 
goes to individual camera lines. (Our still cam- 
eras retail from $9.95 to $150. Best-sellers are 
a $79.50 35mm camera and a $24.95 larger-nega- 
tive-size camera. ) 

RADIO: I have two hour-long radio shows a 
week emanating from my store (see “A Little 
Show Can Make You Grow,” in April, 1958 
JC-K). I serve as my own disc jockey and do 
my own commercials. Fifteen minutes of every 
hour’s show is devoted to pushing photographic 
equipment. 

WINDOW DISPLAY: Photo equipment is displayed 
in at least one of our four windows at all times, 
usually in an up-front section. I frequently em- 
ploy reprints of our newspaper ads as attention- 
getters. 

MANUFACTURER’S IN-STORE DEMONSTRATIONS: 
Three times a year, factory specialists are in- 
vited to the store to demonstrate photographic 
equipment and help camera fans with their prob- 
lems. These demonstrations not only add to the 
store’s prestige, bring in a lot of traffic and close 
many sales, but also acquaint our regular sales 
staff with the latest equipment and selling tech- 
niques. 

SCHOOL DEMONSTRATIONS: My store’s future de- 
pends on the opinion and respect of today’s teen- 
agers. I periodically send demonstrators from my 
sales staff to teen camera clubs and junior and 
senior high schools. Their job is not to sell 
equipment, but to stimulate an interest in a per- 
sonally rewarding hobby. 

HOME DEMONSTRATIONS: Every home demon- 
stration makes a sale. Hard to believe? It’s a 
fact! The demonstrators (a regular member of 


my sales staff and a young woman assistant) 
(please turn to page 122) 
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DIAMOND 
SELLING 
IDEAS 


Two FREE booklets for you 
and your sales staff 


ideas for better diamond salesmanship 


An informative sales manual for your salespeople. It 
discusses why people buy diamonds, outlines questions 
customers have in mind when they come in to buy, and 
presents interesting facts that make it easier to talk 
about, and sell, diamonds. Useful diamond-selling charts 
are included in this booklet. 


ideas for building diamond gift sales 


This practical, ““how-to-sell’’ booklet outlines your mar- 
ket, your prospects, your best sales approaches. Written 
by Gladys Babson Hannaford, noted lecturer and au- 
thority on diamonds, it points up the big opportunities 
for sales of bigger diamonds... for anniversaries, days 
of birth, and other gift occasions. 


De Beers Consolidated Mines, Ltd. 
send for free copies now 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Blvd., Mt. Vernon, N. Y. 


Gentlemen: Please send me___ copies of “Bigger Sales of Bigger Diamonds,” 


_______copies of “More Dollars from Diamonds” 


Name 











Address —___— eS ES IS PE Re 


el a aa a a le a ea a he 
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by Dr. Frederick H. Pough 
Gemological Consultant to JC-K 


@® ONLY TWO MONTHS AGO, we promised that you 
would soon hear of beryl again. For emerald, the 
birthstone for May, also is beryl. But it is a much 
rarer and more precious variety than aquamarine, 
the March birthstone. 

The impurity that transforms common beryl] 
into rare emerald is the slightly uncommon metal, 
chromium. Not that chromium is a really rare 
metal (none of us who has seen Detroit’s mon- 
sters could think that). But its distribution in 
nature is limited. 

Bery! is certainly not an uncommon associate 
of granite, a rock that the geologist calls an “‘acid”’ 
rock because it has a high content of. silica. 
Chromium, on the other hand, is usually found 
in “‘basic” rocks, dark rocks without free quartz 
and low in silica. So an occurrence of chromium 
in an acid rock mineral like beryl is an uncom- 
mon marriage. It seems to result from the in- 
vasion of an older rock, in which some chromium 
is already present, by granite pegmatite magma. 
Some chromium, for which beryl] has an affinity, 
is picked up from the surroundings and occasion- 
ally enough gets in to give the emerald hue. 

Emerald is a wonderful gemstone, with a color 
seldom seen in a natural mineral. There are 
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“Patricia” emerald crystal, from 
the American Museum of Natural 
History. This large specimen 
(compare its size with that of 
ring) came from the Chivor mine 
in Colombia. 


A rare “healing” green, seldom found 


in other gems, distinguishes 


EMERALD ssterstos rox m0 


other green gemstones—tourmalines, peridots and 
greened amethysts; but none approximates the 
color of true emerald. 

Since an emerald is so expensive, a jeweler is 
often asked to suggest a natural substitute of 
like color—and nothing can be proposed. The 
best of the alternates is a demantoid garnet. An 
emerald-green one, however, is nearly as expen- 
sive, and as difficult to find, as the stone we are 
trying to replace. 

Now that Chatham has been so successful, his 
stones can be offered; for they have the beauty, 
if not the glamour, of very fine emerald at some- 
what less cost. 


Substitutes Lack Emerald’s Color 


The other substitutes, the synthetic spinel or 
corundum imitations, are far from the real em- 
erald color. It is a remarkable—and regrettable 
—fact that manufacturers cannot get enough pig- 
ment into a corundum boule to give it a true 
emerald hue. The most successful are the out- 
right imitations of “soldered” or “soudé”’ emerald 
sandwiches, a combination of green glass or gela- 


tine between two layers of colorless quartz or 
(please turn to page 74) 


JEWELERS' CIRCULAR-KEYSTONE, MAY 1959 





THE FLOWER OF PRECIOUS JEWELRY [| 7 
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Finest quality ...exquisitel P@esigned ...syperlatively wrought 


Oscar Heyman ¢& Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 





EMERALD (continued from page 72) 

spinel. A so-called “Spanish emerald” is actually 
only green glass, though it is commonly offered 
abroad as “synthetic emerald” in apparent good 
faith. (This practice, plus the general habit of 
offering appropriately coiored synthetic corun- 
dum and spinel as “synthetic garnet,” “synthetic 
aquamarine,” “synthetic tourmaline,” “synthetic 
zircon,” and “synthetic alexandrite,” is one reason 
why Chatham would prefer some other term for 
his stones. ) 

Aside from the fact that there aren’t too many 
customers for birthstone rings at emerald prices, 
one more thing can be said for the common syn- 
thetic imitations. For the hard wear birthstones 
are likely to get, the corundum equivalent is in- 
finitely more durable. Emeralds are fragile 
stones. Their hardness is given as 8; but that 
figure does not take into account the brittleness 
that chromium introduces into the beryl. The 
strain in the crystal lattice imposed by the entry 
of chromium atoms results in crystals that are 
seldom free of flaws and which are fairly easily 
broken. 

Emerald crystals seldom grow large, in con- 
trast to ordinary beryl. Because of their unusual 
geological origin (as previously described), beryl] 
crystals often have a very short growth period. 


Egyptians Had Few Emeralds 


Emeralds have a long history. The Egyptians 
worked in a mine, now known as “Cleopatra’s 
Emerald Mine.” Judging by archeological finds, 
Cleo’s emeralds were nothing extra! 

Various museums have a few low-quality scar- 
abs and six-sided beads plus a number of pris- 
matic green glass beads made up to resemble 
emerald crystals. An attempt to investigate and 
reopen the mine was made in the mid-19th Cen- 
tury, but nothing came of it. Quality was too low. 


There must have been early sources of fine 
stones, though, since numerous emerald legends 
date from Greek and Roman days. According to 
one story, Nero had a sort of emerald eyeglass 
through which he watched the lion-Christian pic- 
nics. Most of the beliefs are related to the notion 
that green is a restful, healing color. As late as 
the 17th Century, potions of ground emerald were 
prescribed to cure poisoning, and water in which 
emeralds were allowed to stand was used to treat 
eye inflammations. 

Emeralds have always been popular in India 
where green is a lucky color. Before the Spanish 
conquest of America, few emeralds were to be 
found in either European or Indian jewelry. Then 
the Spaniards discovered great hoards of emer- 
alds in the treasures of the Incas, painfully dug 
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from the now well-known mines of Colombia. At 
first they did not believe that these gems could 
be truly precious stones; so, to their detriment, 
they applied an old test recommended by Pliny: 
striking them with the flat of a sword as they 
rested upon an anvil. When the stones broke, 
the Spaniards felt sure that they were valueless. 
The less gullible priests shipped many stones back 
to Spain however, where they were promptly 
recognized as emeralds. As a result, the market 
was saturated; besides, buyers were reluctant to 
believe that fine stones could come from the New 
World when everyone “knew” that all fine gems 
came from the Orient. Emerald prices dropped 
to almost nothing. 

Not to be so easily defeated, the importers sent 
the stones to India. The Indians, without emerald 
sources of their own, had no aversion to New 
World goods! Ever since, emeralds — usually 
carved to minimize the flaws—have trickled back 
from India and they are known as “Indian emer- 
alds,” although many of them probably are old 
Spanish stones. (Old gems neither die nor fade 
away !) 


Spaniards Find Muzo Mine 


After learning that the Inca emeralds were 
really all right, the Spaniards sought their source 
for years. Finally they found one of the mines. 
This—the Muzo—is now operated by the Colom- 
bian government from time to time, and produces 
the finest larger stones of today’s market. The 
Muzo crystals are generally small, and of a bluer 
green than those from the Urals. Geologically, 
it is a very atypical occurrence of beryl. The iso- 
lated, single crystals are found in slender veins 
that cut through a soft, black, shaly limestone. 
Their associates are white calcite, gray calcite, 
parisite (a rare mineral), and iron pyrite. So 
far as we know, there is no mineral assemblage 
like it anywhere else in the world. The depth of 
color varies from a pale, almost worthless bery! 
called moralha, to wonderfully terminated, deep 
green crystals reaching rarely 2 to 3 inches in 
length. The only satisfactory way to get them is 
to dig away the whole mountainside in a series 
of terraces, and pick out the occasional crystals. 

Not far away another emerald deposit, known 
as Chivor or Somondoco, has been operated as 
a private concession from time to time, but with 
similarly unpredictable results. You may be in- 
terested in two books written by one-time man- 
agers of the operations: Green Fire by Percy 
Rainier, later the basis for a motion picture; and 
Tic Polonga by Russ Anderton, which relates 
further history of the deposit. A still newer Co- 


lombian find, the Gahala mine, was described in 
(please turn to page 80) 
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acclls 


by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $750 
to $15,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 
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Queen’s bracelet of diamond 
lace, at left, features 

three diamond brilliants. 
Graduated baguettes 

give modern look to piece 


designed 20 years ago. 


Royal tiara, at left, 

above, designed by 

Marianne Ostier for 

Queen Geraldine’s marriage- 
coronation, incorporates 


Albania’s helmeted crest. 


Double clip-brooch at left, 
below, contains hundreds 

of diamond brilliants, 

some 150 baguettes. It 

was worn by Queen Geraldine 


on her wedding day in 1938. 


A Queen’s Treasure Goes on the Block 


@ A QUEEN IN EXILE is selling some of her most precious 
jewelry to Americans because her husband’s subjects in 
exile need help. 

The pieces you see here, and 14 more which are up 
for sale, came from the jewel box of Her Majesty Queen 
Geraldine of Albania and were designed exclusively for 
her in the 1930’s when she became the lovely young 
bride of King Zog I of Albania. As tragic history 
records, the happiness which marked the union of 
Countess Geraldine Apponyi of Hungary and _ the 
Albanian monarch was short-lived. In 1939—little more 
than a year after their marriage—the royal couple and 
their infant son fled from Mussolini’s invading armies. 
The family finally found haven in the south of France. 

Living quietly as she does today, Queen Geraldine has 
little use for court jewels. With the consent of her hus- 
band, she has chosen to convert her beautiful adorn- 
ment of happier days into cash that can relieve the dis- 
tress of other Albanians. 
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Ironically—but understandably—the Queen has asked 
the jewelers who originally produced her gems to handle 
their sale. Twenty years ago when King Zog sought 
the finest of jewelry for his future bride, he turned to 
the Vienna firm of Oesterreicher, jewelers by appoint- 
ment to Emperor Franz Josef I, Queen Marie of Rou- 
mania and others among European royalty and nobility. 
Oliver Ostier, third generation of his family to own the 
firm, asked a talented young goldsmith and sculptress 
to submit original designs. This young woman even- 
tually became Oliver’s wife, Marianne Ostier. Later the 
couple moved to New York and opened the firm of 
Ostier, Inc. 

So, today, Marianne Ostier has the sad obligation of 
displaying her designs—inspired 20 years ago by a 
beautiful queen—to anyone with money to spend for 
fabulous jewels. It is the first time in more than a 
century that the contents of a Queen’s jewel box have 


been offered for sale in this country. ae 
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The Henry H. Harteveldt Company 
has served quality 
jewelers for four 
decades as one of 
America’s prime 
diamond importers, 
specializing in platinum 
and gold jewelry. 

From a fast-moving 
14K diamond pendant 
retailing at $6.50 

to a $5000 diamond 


platinum watch. 


Total Weight Complete Line of Extensive Selection of Pendants Unusual Styling in Total Weight 
Wedding Bands Fancy Solitaires Including Add-on Pendants Pearl and Diamond Rings Bridal Sets 


MEMBER AMERICAN GEM SOCIETY 


The Henry H. Harteveldt Company 


630 Fifth Avenue, New York 20, N. Y. 
ANTWERP © DALLAS # NEW YORK © LOS ANGELES * PORTLAND 
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WHAT TO DO WITH WATCH TRADE-INS 





Repair ’em and sell ’em 


to parents of 8th graders 


by C. G. Boynton 


® SOME MARKETS are hard to crack for a man 
new in a town. Such was the problem of Wallace 
B. Butler, jeweler, at Tama, Iowa, a good watch 
man in business less than a year. But with plenty 
of time to figure, he developed a simple merchan- 
dising idea that is turning out to have both im- 
mediate and long-range advantages. 


He takes old watches in trade against purchases 
of new watches, reconditions them, and sells them 
to a market unresponsive to new watch sales pro- 
motion—the parents of eighth graders. He sells 
them on the idea that the present of a first watch 
can be made any time during that important year 
in small town and rural schools. 





A reconditioned watch, with a new band, looks “real 
dreamy” to an eighth grader. Jeweler Wallace 
Butler sells the parents on the idea of presenting 
the first watch any time during the year. 
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With the plan in operation only a few months, 
he finds new watch sales are up at least 20 per 
cent and the reconditioned watches moving stead- 
ily. But that’s not all. 


“When you can clinch the sale of a new watch 
by taking an old watch in trade,” Butler points 
out, “a chain reaction is started. On the sale of 
a new $60 watch, I’ll pay $15 to $20 for an old 
watch in good condition. This gives the needed 
excuse to buy. The purchaser is delighted.” 


Reconditioning requires only the ordinary 
amount of watch repair, Butler goes on to explain. 
He prices the old watches for quick sale. This 
one, for example, would go for $12 and carry a 
year’s guarantee. Further, it’s an easy matter to 
sell a new band for the old watch, at a package 
price. It makes the watch look like new. The 
youngster receiving it is delighted. That makes 
two satisfied customers. 


An extra advantage comes from the guarantee. 
“Tt gives people confidence in my bench work and 
they bring in other watches for cleaning and re- 
pair.” But the effect doesn’t stop there. Butler 
sells the old watch with the idea that it will be 
the eighth grader’s first watch. In time he’ll want 
a new one. Then he should bring it in, in trade. 


Moreover, these eighth graders are likely to 
have older brothers or sisters at, or nearing, the 
diamond stage. Confidence resulting from the fair 
deal on the watch sale carries over to sweeten en- 
gagement ring sales. 


With teenagers beginning to feel that Butler’s 
is their store, the outlook for long-range business 
is brightening every day—because a young jew- 
eler used his watch repair skill to build a sound 
merchandising plan. ee 
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STAR SAPPHIRES 


RUBIES+>EMERALDS~STAR RUBIES 
SAPPHIRES + PEARLS+ CAT'S EYES 








We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in Purchasing 
Fstates, and your Customers Jewels for Sale. 


JEROME, RICHHEIMER 


08 Fifth Avenue Phone Circle 5-5673 New York 20, N. y. 











ROTARY BUTTONS (14 KARAT GOLD) 


Here's a part of 
our extensive collec- 
tion of fine quality 
Rotary Club jewelry 
in 14K gold. Since 
Rotary Clubs change 
presidents in J une, 
your customers will 
be particularly _ in- 
terested in our excel- 
lent assortment of 
Past President pres- 
entation buttons. 


\Wreerrertine Berry & CO. Fine Cmnllematic Jewelry 


MEMBER AMERICAN GEM societrty 8S ROSE STREET, NEWARK 8, N. J. 
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EMERALD (continued from page 74) 


The Saturday Evening Post of Oct. 11, 1958. 
Recently, emeralds of calibre size have been found 
on the Sandawana deposit in Rhodesia. 

The identification of true emerald is relatively 
simple with the refractometer, as usual, giving 
the definitive answer. In many cases, though, the 
emerald filter offers a clue that may suffice with- 
out difficult testing. Very pale green stones often 
show a pink color in the filter; crystals from 
Brazil that sell for only a few dollars a carat 
when cut, also show a pinkish cast. On the other 
hand, fine Siberian stones whose identity no one 
can doubt, show no hint of red or pink in the 
filter. Larger green aquamarines from Brazil 
also show no pink; but these are sold, properly, 
as green beryl. It is extremely difficult to tell 
emerald from green beryl! without turning to the 
spectroscope and searching there for a confirming 
chromium line in the red. 

The fine Chatham stones are a good middle 
course for the jeweler in his dilemma about May’s 
birthstone. More expensive than any of the com- 
mon synthetics, they are, nevertheless, profitable 
alternates for the person who wants an attractive 
birthstone ring, but who cannot afford the price 
of a fine, genuine emerald. The paler natural 
stones at Chatham price levels, are certainly less 
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restful to the eye; and, as birthstones, may evoke 
little pride of possession. (This is a pity. Per- 
haps some of us place too much emphasis on talk- 
ing top quality and tend to belittle anything less 
than perfect. We, thus, detract from the value 
of beautiful stones that don’t have the deep color 
that is most costly in emeralds.) 

With emeralds, as with amethysts, we can have 
stones that are too dark as well as stones that 
are too light. The old complaint about Transvaal 
stones has been that they are “blackish.” Some 
people prefer the yellower green of Siberian 
emeralds, especially the older jewelers who dealt 
with them more; while those with the newer 
stones to sell insist that the blue green of Muzo 
is preferable. Some of the liveliest emeralds are 
not the darkest, but have a medium, clear green 
with great transparency and considerable brilli- 
ance when cut to proper proportions. 

Emerald prices have mounted to absurd levels. 
A few years ago, the truism that emeralds are 
the most expensive of all stones—believed in and 
out of the trade—was wholly false. Today it may 
not be quite so far from the truth. At least, you 
get that feeling from the prices asked when a 
specific stone is sought. Recent African develop- 
ments (a second Rhodesian mine) together with 
Mr. Chatham’s estimable product may help return 
realism to emerald prices. ae 8 


Jean Sybe’s 

tapered 

Iles 

bracelet watch 

by 
CHESTERFIELD 


Tfolifelammlaty ojla-te ee 

imported 17 jewel Swiss 
movement...domed flexible 
mesh...14 Karat gold. 

Ni igelaihd-ih am olaiacte mnie) 

fast turnover. 


W 508 Keystone $160.00 
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man from Imperial has a 


new 
hew 


NEW 


Imperial 


Cultured Pearl Promotion 
More Exciting / More Sales Stimulating / More Profitable / 


Imperial is first again with a new, new, new power- 
packed sales promotion for every size jewelry store. It’s 
a new idea . . . power-packed to bring more traffic into your 
store than ever before. It’s a new appeal . . . power-packed 
to sell more Imperial Cultured Pearl Jewelry than ever 
before. It’s a new plan...power-packed to make more 
profit for you than ever before. 


Your Imperial salesman will be happy to explain it 
in detail and show you just how it can be tailored to your 
operation. 


wie oe hth ‘Watch for him or better still. .. write today 
IMPERIAL PEARL SYNDICATE, Inc. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan 607 S. Hill S#. 2, 3-Chome, Yotsuye 


Theater Bidg. Shinjuko, Ku 
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Distinctive ai tions 
in ine 


14, Kt. and 18 Kt. Gold 
Hewelry 


P 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


rel | Parts, | 

Prelormed Parts, Ine. 
ASSOCIATED WITH GEO. SCHULER & CO., INC 
920 Bedtord Road. Pleasantville. N. Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 











Since 1890...the World's 


Larges! Selections of 


TIMERS 


have been 
offered by 


RACINE ea 


CHRONOGRAPNS | ¢ 


La 


( THROUGH elt) Mea oleae ta2 | 


Write for the Lotest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


by okelameolaleo Mea -laslsliae] ment - 


JULES RACINE & COMPANY, INC. 





JOIN A BANK PLAN? (continued from page 61) 


quota. Some banks charge no membership fee. 


How does the plan work for the customer? 


A card-holder may shop without cash at any 
cooperating store. Each month, he receives just 
one itemized bill from the bank for all his pur- 
chases at cooperating stores. 


What does the customer pay for this service? 


Nothing—if he pays his bill within 30 days 
after receiving it. Or, he may elect to use a 
partial payment plan whereby, in most cases, he 
must pay 20 per cent of his bill within 30 days 
and the remainder in four monthly installments. 
A carrying charge—usually 1 per cent to 114 per 
cent—is applied on the remaining unpaid balance 
each month. 


Why have the banks decided to go into the con- 
sumer-credit business? 


It’s a money-maker and business-getter for 
them. Issuing credit cards is a sure way to drum 
up credit business. Each card-holder is likely to 
become a permanent credit customer of the bank, 
instead of a prospect for a one-shot loan. The 
carrying charge of 1 to 114 per cent per month, 
along with the service charge to merchants, gives 
the bank a nice return. Besides, many cooperat- 
ing stores which have banked elsewhere, find it 
more convenient to transfer their entire accounts 
to the plan-sponsoring bank. 


Are the banks taking big chances by assuming 
responsibility for collecting payments? 


Apparently not. Two of the plans we investi- 
gated—those of Marine Midland and Girard— 
were in operation in test cities for some five years 
before the banks decided to extend the service to 
all their branches. Spokesmen for these banks 
say that losses in the test areas were less than 
one-half of 1 per cent. Applicants for credit cards 
are carefully screened for past credit perform- 
ance. Also, the banks place a limit on the size of 
a sale which can be made without the bank’s 
okay. For instance, Girard’s “Charge-Rite” sys- 
tem requires that the merchant check with the 
bank on any sale of $15 or more; Marine Midland’s 
“Midland Shopper Credit Service” rules that pur- 
chases of $25 or more be authorized by the bank. 
Each doubtful case is judged on its own merits 
by the bank. The merchant puts the customer on 
the phone and any “blame” for refusing credit 
is assumed by the bank. 


Must a cooperating store turn all its charge ac- 
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Originally established 1866 


Kahn. Jacobson, [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
Telephone: ClIrcle 6-4313 


and 
Jacobson Bros. Diamond Corp. Pte ee Pe a yg Pate co kenya 











WAKE UP TO 
‘PROFITS 
WITH R@MLANAI 


ARISTOCRAT OF AMERICAN RADIOS 


RADIOS! 


The ROLAND “transiclock” is a real eye-opener. 
Battery operated, no cord, no plug-in, it’s the 
world’s first 7-transistor POCKET SIZE full feature 
CLOCK- RADIO styled for the discriminating — 
PROFIT PLANNED with FULL MARK-UP FOR YOU! 
With its “wake up to music,” “sleep switch,” and 
“alarm” features, the Transiclock is another ex- 
ample of the advanced merchandising and design 
that has made ROLAND America’s fastest growing 
RADIO line. 


YOU HAVE MORE TO SELL, MORE TO MAKE WITH NA- 
TIONALLY ADVERTISED ROLAND, THE COMPLETE LINE OF 
TABLE, CLOCK, FM/AM AND TRANSISTOR PORTABLE RADIOS. 


Vfrd. in U.S.A. by Roland Radio Corp. 716 So. Columbus Ave. Mt. Vernon, N.Y. Div. of Herold Radio & Electronics Corp. in Canada, mfrd. by Electrohome, Kitchener, Ontario 
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: JOIN A BANK PLAN? (continued) 


JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA Joi counts over to the bank for processing? 


aati x No; just accounts of customers who are card- 

ANnvy oii holders. Bank officials like to point out, however, 
At gg that a merchant benefits from the plan in pro- 

Eitenlete Manufacturing portion to his aggressiveness in pushing it. Cus- 
and Repair Facilities tomers may apply for cards at any cooperating 
store as well as at any branch office of the spon- 


Quality Workmanship 2 
. soring bank. 


and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING H rn EE ee Se 
RING SIZING @ SHANKS © BEZELS @ TOPS @ PRONGS ow does a CUS e 0 Ic ercnants are 


DESIGNS FOR SPECIAL ORDER WORK cooperators? 


ee oo An identifying sign or sticker is placed in the 
Lg Ninety: cone tianm front window of a cooperating store. And h 

LAPIDARY WORK @ ENAMELING p wv edu wanes 
BHODIUM AND GOLD PLATING card-holder receives a classified directory which 


Manufacturers of WRIST WATCH CASE LUGS lists names and addresses of cooperating stores. 
Stone Rings 


Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms Have many merchants agreed to become cooper- 


Antique Diamond Ring Reproductions ators in these plans? 
Mak 
es The Chase Manhattan Bank of New York, 


Fine Leather Wrist Watch Straps : , 
Jobbers for which announced its plan in December, adver- 
Gemex « Duchess tises 5,000 cooperating stores, among them more 
LeStage + CeeTee : than 100 jewelers. Girard boasts 600 merchant 
Deltah «+ Sea Gem : a ; 
Picea a cooperators in a suburban area of Philadelphia 
and plans to extend the service soon to stores in 
Philadelphia proper. Its current list includes 16 
jewelers. First Western Bank of San Francisco 
reports 1,000 member stores and 150,000 con- 


NEW DISCOVERY: sumer card-holders. ... 
Pat, Pend. of ® 
foun ae Soule uy AM How do the banks sell merchants on adopting 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 





the plan? 


Wording may differ, but the same advantages 
to the merchant are emphasized by each bank. 
For instance, Girard says its “Charge-Rite” plan: 

—Increases store traffic and increases sales. 

—Reduces overhead, since the bank acts as 
credit, bookkeeping and collection departments. 
Thus “‘your employees are free to devote full time 
to more productive selling and merchandising.” 

—Eliminates credit losses. 

—Frees cash for more business. 

—Offers a continuous advertising program. 
See (Each bank is a continuous and vigorous ad- 
Fane H at CHOW vertiser of its system.) 


e TAGS 
Do jewelers who are cooperators feel that these 
claims are valid? 
PLASTIC Some responses from jewelers we questioned 
were enthusiastic; others were lukewarm; still 
IN ALL COLORS others expect benefits but have been cooperators 
PARCHMENT too short a time to make accurate evaluation. 
Chief advantage to a retail jeweler, judging 


PLAIN or PRINTED 

from answers, seems to be that cooperating stores 
Mfd.by ARCH CROWN {AGG ; ENE. attract new customers. Chief disadvantage: store 
277 Halsey St, Newark 2, NJ. traffic is reduced when credit customers make 
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Over 35 Years of Service to Leading Jewelers 








Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes ... 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design . . . 


iy ALMA MAWSOP, JW: 


Formerly Robinson & Sverdlik 


OlO FIFTH AV ENUER, Ros kefeller Center 


aT ww York 20). Ni w“ York 











GRADUATION CHARMS 


py Fisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher’s vast 
charm line for all occasions. 

Why not have the best? They cost no more. 


Order now through your wholesaler 


Catalog on request 


J. M. FISHER CO. ¢ Attleboro, Mass. 
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STOP 
losing sales on 
a high-profit item! 


START 
making 
money on 


Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super: 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO ff 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 


FREE Rush full information, catalog and wholesale price list, 
No obligation, of course. 


Name 








Address 


City 
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The Elegant Warmth of Select Grained Woods are in Eureka Products 








The London 
Drawer Chest 


a sure thing 


for more sales 


Silver Chests by Eureka! Their 
elegant styling, craftsmanship, 
and durability are also found 
in Eureka Jewelry Chests. 


THE ir tt 4 a hA MANUFACTURING CO. 


TAUNTON, MASSACHUSETTS * SINCE 1926 
Write Today For Free 
Descriptive Booklets 





PRICE TAGS 


9379 0: 1000 


WITH SCRIBER 


A BETTER TAG! 


e Easy to attach! 
e Once on — stays on! 


e Scribes quickly — legibly! 


FREE SAMPLES ON REQUEST 
WRITE DEPT. K 


iw wceee, 


cOoOnmPoOoR ATION 


43 SOUTH FIRST STREET . FULTON, NEW YORK 


Essien ti eos es aan Sk ean peo ls Slag nies 





JOIN A BANK PLAN? (continued) 


their monthly payments at a bank instead of at 
the store. 

Here are comments from some of the jewelers 
we contacted: 


William Barthman, 174 Broadway, New York 
(affiliated with the Chase Manhattan Charge 
Plan): 

“Joining CMCP has definitely brought in new 
business and we are very pleased with it. Since 
Dec. 1, when the plan went into effect here, we 
have sold to card-holders some 30 to 50 pieces of 
jewelry ranging in price from $18 to $500. 

“These new customers were young business 
men, for the most part, who probably wouldn’t 
have come into our store without cards since we 
are considered a rather high-priced store and the 
bulk of our business is cash... . 

“I would certainly advise other jewelers, large 
or small, to join some such plan if they have the 
opportunity. It needn’t affect your present cus- 
tomers, and we consider the 6 per cent service 
charge a small price to pay for increasing sales.” 


Busch Kredit Jewelry Co., Inc., New York 
(affiliated with Chase Manhattan Credit Plan): 

“We doubt that CMCP will do us much good. 
It hasn’t in the five months since we joined. We 
sell low-priced jewelry to low-income customers 
on our own installment plan. Many of them are 
Puerto Ricans and might have trouble qualifying 
for credit cards. 

“We'd suggest that the plan is not for jewelers 
with our type of credit operation. What with 
competition from discount houses, our profit mar- 
gin, some years, depends upon carrying charges; 
so, why should we let a bank get them?” 


Carl A. Doubet, Inc., of Baltimore, Chester, 
Pa., and Wilmington, Del., (Chester store affili- 
ated with the Fidelity-Philadelphia Trust Co. 
“Charge-it” plan): 

“The Charge-it plan is too new in Chester for 
us to know what it will do for us there. But, 
judging from our experience in Baltimore, it will 
bring in new customers. When we opened our 
Baltimore store, several years ago, we joined a 
private plan similar to the bank plan; and card- 
holders who came in were a big factor in giving 
us our start. 

“About 10 per cent of our Baltimore business 
still comes from card-holders. Even if you can 
handle installment customers for 3 per cent in 
your store, we feel it’s worthwhile to pay the 
bank 6 per cent for business you otherwise 
wouldn’t have. Yes, we’d advise other credit 
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jewelers to join a bank plan if they have the op- 
portunity.” 


Henderson’s Jewelers, Watkins Glen, N. Y. 
(affiliated with the Marine Midland “Midland 
Shopper Credit Service’’): 

“The MSCS plan started here Feb. 15; already 
we have made two credit sales which we would 
not have without MSCS. The population of our 
county is 15,000 and there are approximately 
2,500 card-holders. ... Also, Watkins Glen is a 
tourist center and there are Marine Midland 
card-holders all through New York’s Southern 
Tier. This should mean added business for us 
this summer.” 


Messer’s. Jewelers, Johnson City, N. Y. (af- 
filiated with the Marine Midland “Midland Shop- 
per Credit Service’): 

“This store already was an MSCS affiliate 
when I purchased it 14 months ago. We offer 
this plan in addition to our open charge and 
installment plans. Only a few of our customers 
have used the plan, but, according to bank of- 
ficials, the number of card-holders is constantly 
increasing. ... We have had some new customers 
because of the plan, but sales have been rela- 
tively small, in the $10 to $20 range. We feel that 
the greatest benefit is in the savings made on 


these new small accounts because, otherwise, we 
would have had the expense of a Credit Bureau 
check. The 5 per cent service charge is not exces- 
sive (it costs us about 5 per cent to keep books in 
the store). But the initial charge, $50, is no great 
asset. ... Our advice to other jewelers is ‘watch 
and wait.’ ”’ 


Alpert’s, Elmira, N. Y. (affiliated with the 
Marine Midland Bank of Southern New York): 


“‘We see no advantage to us in this plan. When 
people pay for their purchases elsewhere, you 
cut your store traffic anywhere from 50 to 75 per 
cent. We joined MCSS because you enter into 
these community things—and you don’t want to 
lose those two or three sales it might bring in. 
We have our own credit plans and prefer to use 
them. When someone comes in whose credit is 
good we do our best to have them open an 
Alpert charge account rather than an account 
with the bank. 

“Any jewelers who say that the plan brings 
in new customers, cuts down on bookkeeping ex- 
pense and gives a store prestige must operate on 
a strictly cash basis. Actually, I don’t see what 
prestige is involved when the Army-Navy store 
and cut-rate drug stores are members. If the 
jeweler, himself, can’t establish his own prestige, 





pearls — pearls — pearls! 


q Lots of pearis—most any selection, size or type— 
3 — readily available from Juergens & Andersen. You see, Juergens . 
7 & Andersen is the largest user of imported Natural Oriental Pearls 
in the world, so naturally our stocks are large all the time. In addition to our — 
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exquisite Natural Oriental Pearl necklaces, we eam 


a wide selection of pearl a 
earrings, rings, brooches—beaut 
Write us. it! 


55 East Washington Stre = - Chicage 2 2, Minois 
Since 1854, “It came from J&A” has meant the finest 
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Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 
Alsan Mfg. Co. 
Beckerman & Lerner 
Belenky Bros., ine. 
Bickson, Ine. 

Botell Ring Co., 


An exquisite ‘“‘Linde”’ Star 
highlights the heart of this 
graceful Florentine Finish 
“Wheat Pattern’’ Brooch 

in 14K Gold. No. 3405 from 
J. L. Brandt Co. 


Larter and Sons Bristol Seamless 
of Newark Ring Corp. 
makers of fine jewelry. Ceronet Jewelers 
Davidson & Sons Jiry. Co. 


ne. 

D'Esposito Bros. 

E. S. Feinstein & Co. 

Fiyer Brothers 

— & Ben Frackman, 


me. & Co., In 

H. Glaser Co. 

Goldstein-Gerson Co. 

Green & Co., Jirs., Ine. 

Benjamin & Edward J. 
Gross Co., Ine. 

Harry Guise, Ine. 

H. Hamburger Co., Ine. 

Haven Ring Co. 

irvring Co. 

S. Jollofsky & Sons, Ine. 

Kahn & Ce. 

Morris Kaplan and Sons 

Charles Koppel Ring Co. 

K. S. K. Jiry. Co., Ine. 

Mercury Ring Corp. 

Perkel & Klein, !ne. 

Aaron Perkis 

wy: Platzer Co., Ine. 
& M. Jewelry Co. 

Decid Sarkin, Ine. 

William Schneider 

Schuman & Donchi, tne. 

Seltzer Bros. 

Skalet Mfq. Co., Ine. 

Wax & Skotnik, Ine. 

J. R. Wood & Sons, Ine. 


slevalcunolell 


BUFFALO, N. Y. 


The Bock-Lewis Co. 
. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 

Ed. Cain & Co., Ine. 
Hart Ring Co., ‘Ine. 

Hirseh one Oppenheimer 

Harry Rotter 

Fred Seltzer Co., Ine. 

Stein & Elfbogen Co. 


LINDE 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 

Ostbye and Anderson 
‘Linde’ Stars are the only Ring Specialty Co. 
ST. LOUIS, MO. 


synthetic star sapphires and Kinsley & Sons, Ine. 


under vue 
star rubies produced Fratianne Mfg. Co. 
1. - Jpemeues Mfg. Co. 


Swirsiy Bros., Ine. 
The Victor Corp. 


quality controls so rigid 


they match the perfection 
PENNSYLVANIA 
. Byard F. Brogan 
of natural star gems Helm and Hahn Co. 
PROVIDENCE, R. |}. 
Dolan & Bullock Co., Ine. 


NEW JERSEY 

Acme Ring Mfg. Co., Ine 
Church & Compan 

F. & F. Felger, ine. 

Jabel Ring Mfg. Ce., Ine. 
Jones & Woodlan - d Co., Ine. 
Larter & Sons, 


yAeleiamialelelisi-+-mr- le om leh ecer 


oa a 2 oe eee AA Ole WORLDWIDE DISTRIBUTORS 
S580 FIFTH AVENUE. NEW YORK 36 COLUMBUS 8S-2656 


* ‘Ande’ is a registered trademark of Union Carbide Corp. 
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JOIN A BANK PLAN? (concluded) 


being a member of any bank plan won’t help him. 

“And if the jeweler becomes nothing but a 
purveyor of merchandise, he loses customers. 
Mrs. Smith enjoyed shopping at Jones’ Jewelry 
Store, not just because she liked the merchandise, 
but because she also liked Mr. Jones. She liked 
feeling that she was known at Jones’ store and 
could charge anything she wanted. Now she has 
that same privilege at every jewelry store and 
in every other store in town. Perhaps, instead of 
buying a piece of silver or a watch, she now will 
walk into the Army-Navy store and buy a fishing 
pole for her son’s birthday present. She no longer 
has to open a charge account at the Army-Navy 
store and thereby sacrifice her prestige in the 
community by having a charge account with 
such a store. She flashes her card and that’s that. 

“This is indeed serious—far more serious than 
many a retailer could be led to believe.”’ 


Schoonovers, Elmira, N. Y. (affiliated with the 
Marine Midland “Midland Shopper Credit Ser- 
vice’): 

“So far, the plan has not been too helpful (it 
started in April). But we jumped at the oppor- 
tunity to sign up. It’s well worth the initial cost 
of $50 to participate. Thousands of credit cards 
have been mailed out; time will tell whether 
people use them. Being on the main street, we 
cannot afford to be without the plan. What if 
someone comes in and wants to charge a pur- 
chase through the plan and we are not mem- 
bers? The plan allows me to turn my accounts 
receivable into cash—money which I can use at 
once, to buy more goods to sell, to get more cash. 
The plan turns the wheels faster, and lessens 
bookkeeping. . . . Perhaps one of these days all 
business will be done through the banks.” #@G& 








Can You Top This? 


A few years ago Henri’s Jewelry Shop in Little- 
ton, Colo., sold a watch to a customer who subse- 
quently declared himself a bankrupt. Henri’s name 
was included among the creditors. 

Recently the customer appeared again at the 
store, shopping for watches. He selected one, saying 
that he would like to trade in the one he had bought 
there several years ago. “What allowance,” he 
asked, “will you give me on the old one?” 


* * * 


Write us a note about your most unusual business 
experience—don’t worry about literary style. We'll 
pay $5 for each experience we publish. Address: 
JC-K Editorial Department, 56th and Chestnut Sts., 
Philadelphia 39, Pa. (All manuscripts become prop- 
erty of JC-K and cannot be returned. Jeweler’s name 
and town will be used unless omission is requested.) 
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THE CULTURED PEARL ASSOCIATION MEMBERS 


Amerex Trading Corp. ...........71 West 47th Street, New York 
Benmir Company 71 West 47th Street, New York 
D. Bezalel... 3 rae ..545 Fifth Avenue, New York 
Bienenfeld- Arnold Co. a AE, 608 Fifth Avenue, New York 


_4L; Borrelli Corp. .. ‘cs ..665 Fifth Avenue, New York 


GC. DR ak 5.6552 100 Central Park South, New York 
B. D’Elia & Son, Inc.._................ 665 Fifth Avenue, New York 


A. Diagonale & Sons, Inc. ....... 576 Fifth Avenue, New York | » 


Jack J. Felsenfeld, Inc. 9 Maiden Lane, New York 
Gibraltar Trading Co... _..48 West 48th Street, New York 
Goodrich Bros. Sunkeseiares Avenue, New York 
17 Academy Street, Newark, NJ. 
_ Kibitz & Co.. Ee Se ee Fa 4s 545 Fifth Avenue, New York 


Marlinda Pearl” .........1196 Sixth jonni, 
Anthony Mastaloni & Co. "“““""2?-John Street, 
Frank Mastoloni & Sons... 2 West 46th Street, New York 
Bayt & Maubry ...................37 West 47th Street, New York 


. ~4saac-Saad_. | 576 Fifth Avenue, New York 


Rene Schiff, Inc... 665 Fifth Avenue, York 
vere Cultured Pea! ol bv 88 East 50th Street, New York 
, Corp. . _.us....-..608 Fifth Avenue, New York” ™ 


“Sea Gann Company ... ...608 Fifth Avenue, New York = 
Edward Slutzsky, Inc. . 31 West 47th Street, New York {9 /~ 
Y - mad & jena Spector; tnrc:-665 Fifth Avenue, New York 1 


Peer! Co. ...2 West 46th Street, 


..576 Fifth Avenue, New York ; ‘ A 
580 Fifth Avenue, New York 4 ve | 


AVY EM UE 








Most of the time, mother oysters 
hang patiently from stationary 
bamboo rafts floating in a quiet 
inlet (above). But many times 
a year they must be disturbed 
(right) for cleaning or for mov- 


ing to winter resorts. 


@® TONIGHT, SOMEWHERE IN JAPAN, a number of 
demure, virginal country girls will refuse social 
invitations. Nunlike, they will retire early to 
their sleeping mats, so that they can bring clear 
heads and nimble fingers to the cultured pearl 
laboratories in the morning. 

As any Japanese pearl producer will tell you, 
the mystic element, represented by the spiritual 
condition of all persons connected with the in- 
dustry, plays an important role in the success 
or failure of pearl production. This applies par- 
ticularly to the key step of inserting the nucleus 
around which the pear! is formed. It is a known 
fact, the Japanese say, that the best pearls result 
when the operation is performed by pure country 
virgins yet unspoiled by urban civilization. A 
wild night on the town would surely be reflected 
in loss of manual dexterity and mental concen- 


how man helps nature produce 


tration. And without these no successful oyster 
operation was ever performed. 

The concern with oyster-surgeons’ off-duty 
hours mirrors only a small portion of the care 
and diligence that go into producing cultured 
pearls. Each step, from the patient collecting of 
spat (baby oysters) to the final judging of the 
extracted pearls, is performed with meticulous 
precision. Loving care is a tradition. And it be- 
gins a long time before the pearl is even a gleam 
in a pearl-stringer’s eye. It begins with the culti- 
vation of oysters that will produce pearls. 


An Oyster’s Self-Protection 

Oysters are mollusks and most mollusks—even 
clams and conches—can produce pearls. They do 
so when a foreign body (usually a grain of sand 
or a microscopic organism) accidentally gets 
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BEAUTY FROM THE SEA 


inside their shells. These backboneless creatures 
have little defense against such intruders: No 
teeth with which to bite; no arms with which to 
fiail; no horns with which to goad. How do they 
defend themselves? Well, you might say they 
“entomb” their trespassers. 

The body of an oyster is, naturally, inside its 
shell. But between the shell and the body a skin- 
like envelope surrounds the headless invertebrate. 
This is called the mantle. The mantle is com- 
posed of secretory cells which emit, in the early 
days of an oyster’s life, the three layers of its 
shell, including the inner or mother-of-pear] lay- 
er. This mother-of-pearl layer is made of nacre, 
the same substance with which the mantle coats 
a foreign body which invades the oyster’s shell. 
The intruder is entombed in layer upon layer of 
nacre. The nacre hardens and a pear! is born. 
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The cultured pearl process was discovered in 
1893 by Kokichi Mikimoto, son of a _ noodle- 
maker. The first cultured pearls were only 
“blisters” or half pearls irregular in shape and 
of very little value. But Mikimoto, discouraged 
by associates who sometimes thought him crazy, 
doggedly continued experimenting and finally 
succeeded in producing a spherical pear! so re- 
sembling a “natural” pearl that only a special 
X-ray could detect the difference. That was in 
1905. Today there are over 117,000 people con- 
nected with the Japanese cultured pear! industry, 
including nearly 1,500 cultivators. 


Cared for from Babyhood 
Cultured pearls are formed by deliberately 
inserting a foreign body into the oyster. The 


oyster then does what comes naturally, and, as 
(please turn page) 
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Cultured pearl production begins with the col- 
lection of baby oysters. The oysters are grown 


in mesh baskets (above) until they are big 


BEAUTY FROM THE SEA 


(continued ) 


in the formation of “natural” pearls, the irritat- 
ing body is covered with nacre. But only certain 
types of oysters will produce a cultured pearl 
of the color, shape and size dictated by prefer- 
ences and standards of beauty. 

Early pearl cultivators depended upon bare- 
bosomed diving girls for their supply of mother 
oysters, but they soon discovered the stock was 
inconsistent in quality and diminishing in quan- 
tity. The only way to produce consistently fine 
pearls was with an abundant supply of high qual- 
ity mother oysters. They couldn’t depend on 
nature for this. It was a do-it-yourself job. 

Today, most pearl producers have their own 
oyster farms on which they raise mother oysters 
of almost uniform size. Seventy per cent of all 
cultured pearls come from these cultivated 
oysters. So there are fewer and fewer bare- 
bosomed girls cavorting in the waters off Japan 
these days. 


Oyster’s Private Life 


Oyster cultivation is dependent upon the sex 
life of the oyster. Strangely enough, humans are 


enough for nucleus insertion. 


in the dark about this and the oysters are under 
the water keeping it to themselves. It is not 
known whether oysters are hermaphroditic (be- 
ing of both sexes at the same time) or dioecious 
(like mammals) or whether a male oyster in the 
course of time turns into a female oyster. It is 
known, however, that, be they male or female or 
both, their sex life is prodigious. 

In June and July, when the oysters spawn, 
the surface of the sea under which they lie 
bubbles with foam. This fermenting-like reac- 
tion is caused by the eggs—so small a 10-power 
loupe would be needed to get a close look at 
them—rising to the surface, coming in contact 
with the male sperm and being fertilized. 

By October the fertilized eggs have grown to 
the size of a thumbnail and are called “‘spat.” It 
is with the collection of spat that oyster cultiva- 
tion and, one might say, cultured pearl produc- 
tion, begins. These baby oysters have a tendency 
to congregate in the shady nooks and corners of 
pieces of bark or rough-edged rocks, and so, to 
collect them, branches of Japanese cedar are 
bundled together and hung from rafts floating 

(please turn to page 94) 
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Selection Sent on Request 


ORIEN TA CULTURED PEARLS 


LEYS, CHRISTIE & CO., INC. 


65 NASSAU ST. NEW YORK 38, N. Y. 
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BEAUTY FROM THE SEA 


(continued) 


Nucleus insertion (right) is the 
most important-—and most dif- 
ficult—step in the production 
of cultured pearls. With the 
oyster gripped in a metal vise, 
shell propped open, a nucleus, 
made from a ground and shaped 
Mississippi mollusk shell, is in- 


serted into its body. 


Young virgins, picked for their 
manual dexterity, concentrate 
on nucleus insertion (right). It 
is a firm belief that the quality 
of cultured pearls is directly 
dependent on the mental condi- 


tion of the oyster surgeons. 


above the oyster beds. The fertilized oyster eggs 
cling to these branches. When the branch-cling- 
ing spat are of sufficient size they are trans- 
ferred to wire mesh baskets and put back into 
the sea. As the oysters mature they are repeated- 
ly transferred into baskets of larger and larger 
mesh to allow for growth. In the winter the 
baskets are moved far south to warmer waters. 
When the oyster is three years old, if it has de- 


veloped properly, it is ready to produce a pearl. 

Actually, only the healthiest and strongest 
oysters can produce cultured pearls. The process 
is nothing less than a major surgical operation 
and the quality of the pear] depends on the con- 
stitution of the individual oyster. That is why 
only the best are selected for the operation. The 
others are sacrificed to obtain pieces of mantle 
that are used as graft in the operation. 


(please turn to page 96) 
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(continued ) 


Mother (above and 


oysters 
right) are hung from bamboo 


rafts in wire baskets. Periodi- 


cally, the baskets are cleaned 
and foreign matter, obstruct- 
ing the flow of food-carrying 


water, is removed. 


Prior to the operation the selected oysters are 
graded according to size. It is the size of the 
oyster that determines the size of the nucleus 
to be inserted. After grading they are condi- 
tioned. 

Conditioning consists of egg extraction. If the 
oysters are operated on with eggs in their bodies, 
the inserted nucleus is pushed out at spawning 
time. If it is not, the oyster dies or the pearl 
has a smudged finish. 

So ovulation is hastened by packing the oysters 
in a bamboo basket and hanging the basket in 
water of constantly changing temperature. This 
stimulates the emission of eggs. 

Is the oyster ready for the operation now? 
Not quite. It must be given rest. As mentioned 
before, a bivalve must be in top physical condi- 


sats 3 
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tion if it is to survive a major surgery job. It 
is not usually up to par after being subject to the 
ovulation treatment, so it is given a week or two 
to recuperate. Back into the wire basket and 
the sea it goes. There it rests and waits its turn. 


The Operation 
In a long wooden building, row after row of 
country virgins deftly prepare to accomplish the 
surgery. Each performs the same operation 
many times during a day and each time she 
must maintain the same dexterity and skill. 
Expertly, she inserts a scapel into an oyster, 
cuts the adductor muscle and opens the shell. 
But this is not to be the mother oyster. This is 
a sacrificed relative. She cuts the mantle from 
the body and spreads it on a wooden block in 
(please turn to page 98) 
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Loose 
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Pearls 
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AND COMPANY 
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| BEAUTY FROM THE SEA (continued) 


front of her. Then with a speed acquired only 
with experience, she rhythmically chops the 
mantle into minute pieces of graft. Preparations 
completed, she turns to the patient. 

The patient is gripped in a metal vise, shell 
propped open with a wooden wedge. The oper- 
ator checks the adductor muscle. Not damaged. 
Have all the eggs been extracted? Check. (Oys- 
ters with these faults would be eliminated at 
this point.) Then with a hook-like instrument in 
her right hand, she deftly catches a blackish 
limb, transfers the hook to her left hand, quickly 
picks up a scalpel and expertly makes an incision. 
Her hands move speedily but with utmost preci- 
sion. A slip here would be fatal. Now the graft. 
She smoothly shoves the piece of mantle into the 
incision and quickly follows it up with the 
mother-of-pearl nucleus. (No one knows why, 
but ground and shaped shells of mollusks taken 
from the Mississippi River seem to make the best 
nucleus, so 1,000 tons are imported into Japan 
each year.) She double-checks the placement of 
the graft and the nucleus. Everything OK, she 
removes the wooden wedge. Operation completed. 

The oyster is gently removed from the vise 
and placed in a wire basket. The operation has 
been a shock. Immediate rest is prescribed. The 
baskets are hung in nearby water until the 
oysters’ cuts are healed and strength regained. 
After the rest period, the ones which have not 
survived the ordeal are segregated and the rest 
are put into larger wire baskets and taken to 
the cultivation farm where the baskets are hung 
from stationary bamboo rafts. The oyster has 
nothing to do now but rest and grow. 

But the work of the cultured pearl producer 
is far from done. The same care and devotion 
must continue. Anxiety cannot be put to rest, 
for even in this period of seeming serenity there 
are dangers lurking to imperil the harassed mol- 
lusk. There is the danger of the seaweed and 
the sponge and the common oyster which stick 
themselves to the baskets and hinder the flow 
of food-carrying water to the pearl-bearers. 
There is the danger of the heavy rain and the 
typhoon and the flood and the snow and the eel 
and the black porgy. And then, too, there is the 
oyster thief. 

The protective measures that can be taken 
are taken: Four or five times each year the 
baskets are taken up and are scrubbed, repaired 
and repainted and the oyster shells are scraped 
clean of parasites. To avoid cold weather, the 
oysters are moved to winter resorts and warmer 
waters from November to April each year. And 

(please turn to page 100) 
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FELCO CULTURED PEARLS 


LARGEST STOCKS—FINEST QUALITIES—BEST VALUES 
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JACK J. FELSENFELD, Inc. 
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AMEREX 


is one of Americas 


LARGEST 
IMPORTERS 
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Cultured 
Pearls 


in all grades & sizes! 





Bulk Sales to 
WHOLESALERS ONLY! 


AMEREX is one of the few pearl im- 


porters who maintains a permanent of- 











fice in Japan. This means “‘first choice” 
DIRECT purchases. Large, complete 


stock always on hand. 


AMEREYX TRADING Corp. 


Pearl Division—7| West 47th St. 
Telephone: JUdson 2-1273 
NEW YORK 36, N. Y. 


Cable Address: "AMETCOR" NEW YORK 











—TOKYO OFFICE — 


AMEREX INTERNATIONAL CORP. 
Room 204-8 FUKOKU BLDG. 
Telephone (23) 5161-5 Cable: AMINTOR 











BEAUTY FROM THE SEA (concluded) 


with each scraping and each move data must 
be kept, records brought up to date, progress of 
cultivation noted. 


Harvest Time 

In the case of large pearls, four or five years 
must pass before the harvesting. Each day dur- 
ing the entire period the oyster has deposited a 
layer of nacre about the nucleus, so that in five 
years there are almost 1,800 layers. The oyster 
would continue to deposit layers for its whole 
lifetime (about 10 years), but after five years 
the nacre lacks active hormones and the pearl, 
though larger, becomes dull and misshapen. 

Prior to harvesting, the oysters are moved once 
again. This time to a finishing farm. (By the 
way, these farms—the operation farm, the rais- 
ing farm, the winter resort farm, the finishing 
farm—are sometimes hundreds of miles apart!) 
At the finishing farm the water temperature 
drops early in autumn, giving a smooth surface 
and a nice luster to the pearl. 

The oysters are harvested during the winter 
months, when the secretion of nacre is on the 
wane. They are gathered in and shelled by hand. 
The pearl-bearing meat is taken out of the shell 
and put into a crusher. Gently the meat is 
crushed and the pearls are separated. Then they 
are given their first rinsing with fresh water 
and put into the shade to dry. What was once 
just a pain in the side of an oyster is now a 
glistening pearl, ready to be mounted in a ring 
or a tie clasp or compatibly matched with others 
to form a gleaming necklace. 

But success is never a total thing. After four 
years, in spite of the care and precaution, only 
45 per cent of the mother oysters survive to 
yield pearls. Ten to 15 per cent of these pearls, 
because of shape or color, are almost worthless. 
Only three to five per cent can qualify as high- 
quality jewels. 

The average woman who accentuates her natu- 
ral beauty with a necklace of these gem-quality 
cultured pearls never knows (unless you tell her) 
the care, diligence and supervision that went into 
their production. She never knows, for instance, 
the work that went into the collection of the 
spat, the discretion that was used in selecting 
the oysters for operation, the patient vigilance 
that was employed during the cultivation process, 
the hundreds of miles the oysters were moved 
during their growth to maturity. 

And she never knows how many nights of fun 
the young country virgins have declined—in 
deference to the Japanese belief that only the 


pure in heart can produce beauty from the sea. 
Bae 
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AND CULTURED PEARLS 


Wise users of cultured pearls never select 
a “half-way” supplier, no matter how at- 
tractive his offers may seem. They know 
that the supplier’s reliability and knowledge 
of his business are the most important fac- 
tors for success. 


This is where WE come in. 


We are one of the oldest and most experi- 
enced importers of cultured pearls, which 
means that you can depend on us for 
quality, reliability, and efficiency in filling 
your orders. 


FRANK MASTOLONI & SONS 


: 2 West 46th St. New York 36, N. Y. 
* dj Telephone: Plaza 7-7278 
sean, * 

















ARE YOUR 


DIAMOND PROMOTIONS ano DIAMOND SELLING 
OBSOLETE? 


* * Check Them Against The Up-To-Date, Authoritative Material In JC-K's New Book 


HOW TO SELL DIAMONDS 


48 colorful pages! * Written by six experts in the 
Profusely illustrated! field of diamond merchandising! 


° * Here's a partial list of the contents in this just-published book: 
* Selling The Engagement Ring * 10 Ways To Boost Your Diamond Sales 
* A Glossary of Diamond Shapes * Are Diamond Guarantees Good Business? 
* Diamonds Are Currency in Fashion 


§ This book contains information that every policy-making and sales-making person in your 
store should know. To get your copy of "How To Sell Diamonds," simply send a $! check 
or money order to JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILA- 
DELPHIA 39, PA. Your copy will be rushed to you by return mail. Send for your copy now! 
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by Jerry Gewirtz 
JC-K Fashion Consultant 


Fashion’s tavorite— 


more and more 


Pearls never outshine the wearer 
. . . but instead serve to emphasize 
whatever particular charm the wear- 
er may have. That’s why cultured 
pearls have risen in popularity, year 
after year. And why demand for 


them will hit a new peak in 1959 


@® THERE’S NEVER BEEN A SLOW-UP in the sale of 
cultured pearls since the middle Twenties. This 
season, however, demand promises to hit an 
all-time high—thanks to the new dress fashions 
and the new styles in cultured pearl jewelry. 

Even cosmetics are brightening the potential 
for sales of pearl jewelry. There’s a whitening-up 
in complexions. Names for cosmetics include 
Moonglo, Pulverized Pearls, Pearl Tone. ... 

No one will ever move the classic pear] necklace 
to the back of the counter; in fact, chances are 
you will make more space up front. But you also 
will want plenty of space for the latest styles. 
Improved technical know-how last year produced 
exquisitely dyed black pearls; color again has 
become a telling point; rings, and the still-popular 
pendants wiil be seen more often than ever in 
combinations of black and white—appropriate 
and timely complement to the many black and 
white checks for spring ’59 suits. 

Another newcomer combines cultured pearls 
and natural crystal, a by-product of the favor 
accorded both these jewels last year. 

There are many reasons for the continuing 
popularity of cultured pearls. White is always 
right—and becoming. Pearls are appropriate for 
any season. Furthermore, they can defy all but 
an expert’s scrutiny when compared with natural 
pearls. 

Cultured pearls, also, are as timeless as dia- 
monds. They can be brought up to date by the 
addition of a jeweled clasp, or by the purchase 
of a partner to make a two-strand necklace. Yet, 
the classic, graduated necklace is as right with 
this year’s upward look as it was with the sheath, 
the trapeze or the chemise. 


Importance of a Full Stock 

The shopper’s problem is not whether to buy, 
but which to buy. Today’s customer must make 
a choice in color, size, number of strands, length, 
quality ; drop or button earrings, dress or tailored 
pin, link or bangle bracelet, pendant or charm. 

The classic cultured pearl necklace by-passes 
the dictates of short-term fads; but the well- 
dressed woman can not ignore certain fashions. 
Of course she is satisfied with her $200 necklace; 
but she’ll also buy the baroque choker for $100; 
the cage charm for $50; the watch bracelet, the 
pink gold and pearl pin, and, most recently, the 
pendant. 

Pearls, too, continually find new settings and 
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combinations. They are as much at home with 
colored stones as with diamonds; as comfortable 
with gold filled as with karat gold. They look 
lovely with high-polished gold finishes, dramatic 
in the textured Italian surface; handsome in 
sterling. 


Why are cultured pearls so popular? Perhaps 
the Japanese really sum up the answer when they 
say: “Pearls never outshine wearers as some other 
jewels are apt to, but always act so as to empha- 
size what particular charm wearers may have. 
This is the mystery of pearls and dreams they 
offer.” Zee 





American Women’s Verdict 


Each year, even through the recent re- 
cession, cultured pearl imports have been 
soaring in value. Attesting their popularity 


with American women, more than ten mil- 
lion dollars’ worth were brought into this 


country in 1958. 

Last year’s imports ran 8.8 per cent 
higher, in value, than the previous year— 
and were nearly four times the value of 


cultured pearl imports in 1951. 


THIS 1S THE RECORD, YEAR BY YEAR: 


1958 
1957 
1956 
1955 
1954 
1953 
1952 
1951 


$10,347,076 
9,508,701 
8,024,660 
6,197,897 
4,333,890 
3,769,758 
3,373,383 
2,747,653 
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How to Judge 
Cultured Pearls 


@® THE JAPANESE like to compare the beauty of 
their cultured pearls to the beauty of women. 
Some pearls—and women—are better favored 
than others and, consequently, more sought after; 
preferences in coloring for both women and pearls 
vary in different parts of the world; and the 
finest of each come from the healthiest mothers. 

In general, the value of a cultured pearl de- 
pends on its luster, smoothness of surface, color 
and size. The rarest—and, therefore, most costly 
—pearls are large (more than 7 millimeters in 
width), round, glistening and flawless, and of 
pink or white color. Such pearls that are 10 mm 
or larger in size, will bring around $100 each. 

But that is too much for most customers to 
pay; and those who can’t afford large, “perfect” 
pearls, should look for luster, shape and smooth- 
ness of surface. Although color and size sway 
the price, they aren’t prime factors in beauty or 
intrinsic value. Large pink or white pearls are 
costly because they are rare, not because they 
are necessarily the most beautiful. 

To judge the color and luster of a pearl, you 
don’t use a loupe as with other gems. The naked 
eye is more dependable. The place where you 
judge them is enormously important, though; 
because pearls have “low chroma” and are readily 
affected by their surroundings. Choosing pearls 
is best done by placing them on a black or white 
cloth and viewing them from directly above, in 
soft morning light from a north window. Avoid 
direct sunlight, fluorescent lamps and strong 
light of every sort. By looking into the exact 
center of the pearl, you can determine its tint. 

The tint of a cultured pear! is usually like that 
of its mother’s shell. There are 12 graduations: 
White, pink, rose-pink, light black, blue, black, 
bluish green, green, cream, cream-pink, yellow 
and gold. Customers in the United States prefer 
pink while Europeans lean toward cream-pink. 
Indians and Brazilians favor the gold color. The 
discerning customer, however, will consider the 
color of her own hair, eyes and skin in choosing 
her pearls, rather than temporary fads and 
fashions. 

The size of a pearl depends on the length of 
time it is retained in the oyster; and cost goes 
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up in direct proportion to size. Importers list five 
categories of size: Large or “Odama,” which are 
three or four years old and have a diameter of 
more than 7.8 mm; medium-sized or “Chudama,” 
6-7.8 mm; small or “Kodama,” 4.5-6 mm; minute 
or “Rindama,” 3-4.5 mm; subminute or “Sairin,” 
under 3 mm. 

Finally, the value of a pearl varies with its 
shape. Some 25 variations in shape are listed; 
but, in general, they may be divided into two 
classifications: round and baroque. 

The round pearl with a smooth surface and 
few flaws—in most demand for all kinds of 
jewelry—is difficult to grow; hence, it is most 
costly. 

When growing conditions are less than perfect, 
the pearl becomes odd-shaped, baroque. Many 
baroque pearls have beauty of luster and coloring, 
and make handsome jewelry which is less costly 
than that made with the spherical gems. Baroque 
shapes include: drop, barrel, button, egg, pear, 
hammer, twin or double (when two pearls form 
simultaneously, attached on one side); round-a- 
circle (with encircling bands like those of a top) ; 
strawberry (covered with tiny warts) ; wing, leaf, 
nugget and others. 

All pearls for export from Japan are inspected 


and graded for quality: and the cultured pearl 
industry conducts continuous and intensive re- 
search in an effort to lick the many difficulties 
of producing “perfect” gems. Zee 





Gold 
Yellow 
Rose-pink 
Pink 
White-pink 
White or silver 
Cream 
Cream - pink 
Light 


White - cream 


Color special. 
ly liked. 


= Coler jiked. 
es Color special- 
unliked. 


Pearl color preferences vary. White-pink is in top vogue 


BELGtHU Ms 
SWEDEN DENMARK 
NORWAY FINLAND 
WEST GERMANY 
SINGAPORE 
AUSTRALIA 


in America. But other nations like many other hues. 








VENTURA-ASSAEL & CO. 


Importers of 


Cultured Pearls 


— LARGE SIZES OUR SPECIALTY — 


580 Fifth Avenue 


New York 36, N. Y. 


PLaza 7-3855-6 
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Pearis Shown Are Actua! Size 


B.DWEVA & SON 


presents the world’s most fabulous 
graduated cultured pearl necklace 


After many years, Bart D’Elia has assembled 
the world’s largest and finest White Rose 
South Sea Cultured Pearl Necklace. This necklace 
consists of 41 pearls graduating from 10.3mm 
on the end, to 14.5mm in the center. 
The total weight is 1833.75 grains. 


B.DW’ELIA & SON, Inc. 


Importers of Cultured Pearls Since 1914 * 665 Fifth Avenue, New York, N. Y. 
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1. You open the sale. Price must be handled discreetly. 
There are several approaches: Ask politely whether the 
customer has seen any necklace on display she especially 
liked. Or suggest several price ranges without offending 
the customer by asking how much she'd like to spend. 
(Always mention the highest price first; then go down.) 
Or ask what price she prefers, but qualify the question by 
adding quickly, ‘“‘We have such a wide variety.”’ 


2. Make her feel sure. Mention that a cultured pearl neck- 
lace needs no upkeep but reknotting. Talk about its ver- 
satility—how it complements any costume for day or night. 
Show several necklaces. Explain she pays for the size 
of the pearl, the quality, the color. Point out that a flaw- 
less necklace of similar size would cost much more. (Tell 
her that imperfections are natural markings in the pearl.) 
Talk about the nacre, how a heavy coating adds luster. 
Show the dark-complexioned customer the silver white pearl; 
the fair-skinned, the cream rosee. 

(please turn to page 108) 








HOW 10 
SHOW AND 
SELL 


CULTURED 
PEARLS 


® Uncertainty, insecurity and ig- 
norance on the part of the cus- 
tomer account for many lost sales 
of cultured pearl jewelry. 

That’s why you need to illu- 
minate your sales conversation 
with facts that persuade. The in- 
formation you have on hand can 
overcome the indecision of a re- 
luctant buyer. You will have com- 
pleted an individual sale, won a 
loyal customer, and opened the 


way for related purchases. 
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Heller & Heller 


IMPORTERS 
House of Cultured Pearls 
RINGS, EARRINGS, BRACELETS, TIE TACKS, SHORTNERS 


‘Selling Exclusively lo the Retailer : 
NECKLACES 
Single - Double - Triple 


Graduated & Uniform 
Link A pearls 


JOHN HELLER 


17 Academy St., Newark 2, N. J. Mitchell 3-8036 

















WiLtiAM & SIDNEY SpEcTOR, Ine. 


Importers of Fine Cultured Pearls 
Graduates 
Uniforms 


Pearl Pendants 
Pearl Earrings 

Loose Pearls Pearl Tie Tacks 
3/, Pearls Pearl Bracelets 


Immediate shipment on memo requests 


New York: 665 Fifth Ave., N.Y.C. 22, N. Y. 
Tel.: Plaza 3-2032 


Tokyo: 25 I-chome Ichigochi 


Shiba Koen, Minato-ku 
Tel.: 43-856! 


WILLIAM & SIDNEY SPECTOR, INC. 


665 Fifth Ave., NYC 22, NY, Plaza 3-2032-3 














CULTURED 
DS Sd 7 


INTE? @ 
NEWEST 
TREND 


...Ideal by itself or 
blended with white 
cultured pearls. 


ALL SIZES 
ALL QUALITIES 


NECKLACES 
relate, 


LOOSE PEARLS 


Guaranteed never to fade 
as 


JEWELRY 


OFLOF A company 


42 W. 48th St., N.Y.C., N.Y., Cl 6-9252 





3. Know your customer. Don’t push your prospective buyer 
away from a style she obviously prefers. The sophisticate 
often wants uniform size—and is willing to sacrifice quality 
for size. The more conservative buyer will be interested 
in a graduated necklace. She should know this is the 
start of the wardrobe; that thick necks are over-emphasized 
by a choker. 


nt oe ge 


4. Sell the necklace first. Persuade the customer to put 
her money into the necklace. Tell her to come back later 
and buy a clasp for some special occasion. She'll feel 
she’s getting more for her money when her friends com- 
ment on the value of the pearis. (You'll make the clasp 
sale someday because you will have won a satisfied cus- 
tomer today.) 
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5. Talk about matching accessories. Stock and show a 
broad selection of matching cultured pearl jewelry. Give 
her a choice of pins, earrings, bracelets. She may not 
want to buy right then, but she'll come back. Trade to 
the plus sale—now or in the future. 


6. If a man is alone. Show the male customer how the 
necklace actually looks by having another sales person 
model it. If his gal is sophisticated, dramatize high fashion 
such as this rope of cultured pearls. Tell him the same 
facts you would tell his sweetheart or wife if she were 


there. He'll tell her. 


7. Be positive in the close. Help her feel certain, by saying: 
“This is the one | recommend.” “I think your choice is 
right.” Or, ‘‘You’ll have the most pleasure with this 


necklace.”’ i e 


Do pearls loose their luster? Is there any special 
method of cleaning pearls? You’ll find the an- 
swers in Why Pearls Deserve Loving Care. In 
June JC-K. It'll mean more profits for you. 
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As usual DASON leads the way! 


HERE $ HOW to promote 
CULTURED PEARLS 


Pair of 
Matching 


: CULTURED Bp 
NECKLACE = 


Lustrous Fashion- -right 


GRADUATED PEARIs 


YS Earrings to match! 


CULTURED P 
EA 


Now Rive 
4S well a 
necklace a 


her pear earrings 
* 3 lovely pear 
nd pay less than 


ed to 
2 Pay fo 
ee alone! | Necklac _ 
nd Knotted. uge ote : 
Vaiue! 


Ad No. 519 
2 columns x 6” 


Use this 
small space newspaper ad! 


Use our window display! 
Both FREE with your order 


your cost for 


eletelan and e 70 


*2 
ae 


BOX $1.20 KEYSTONE 


DAVIDSON & SONS 


JEWELRY CO., INC. 
20 W. 47th St., New York 36, N.Y. 
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The cultured pearls you buy 
from Ipekdyjian, Inc. have 
been chosen and purchased 
by the Tokyo Branch of 
Ipekdjian, Inc. You buy 
from the original purchaser 
insuring the best of the 
market at lower cost. 


Now you can offer your 
clients the most perfect 
cultured pearls available at 
no more than they would 
pay for average quality. 


Chokers, necklaces, loose 
pearls, three-quarter pearls 
—all shapes, sizes, 

colors and price ranges. 


Ipekdjian, Inc. has been 
serving the cultured pearl 
needs of leading 
manufacturers, wholesalers 
and retailers for more 
than a decade. 


Call or write today fora 
memorandum selection. 
Your request will be given 
immediate attention. 


pean inc 


NEW YORK S36, N_Y. 
JUOSON 2-0813 


TOKYO: Hotel Tokyo Building 


Leading Importers of Cultured Pearls 








in House Beautiful... IMPACT 


Writes Mr. E. P. Hogan, Director of Advertising, In- 
ternational Silver Co. 


“Our new Angelique pattern of sterling silver is being 
launched with one of the most dynamic, comprehen- 
sive sales promotion programs ever planned in the 
sterling industry. 

“Naturally, we chose our media carefully for this ex- 
citing debut. And just as naturally, we selected House 
Beautiful as a first magazine on our list. 


“House Beautiful with its dynamic influence on both 
the Pace Setting consumers and on leading retailing 
executives gives us an ideal platform for a dramatic 
send off. The secret of a good introductory program is 
to get word-of-mouth build-up as quickly as possible. 
House Beautiful with its thought-leaders and opinion 
molders on both sides of the counter can supply the 
initial impact for both sales action and trade excite- 
ment that is essential to the proper launching o 
Angelique Sterling.” 
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HOUSE BEAUTIFUL’s 730,000 better-income families 
(median: $11,940—average: $15,715) are, perhaps, the best 
sales prospects for sterling silver in the United States. 

In themselves, these families are an incredibly responsive market. 
Virtually 50% of House Beautiful families purchased 
approximately $50 (median) in sterling silver last year. 

And in so doing, they represent leader influence—the kind of 
influence that sets taste-trends and 

buying attitudes for the entire country! 


Sells Both Sides of the Counter 


House beautiful 


A HEARST KEY MAGAZINE. 5672 MADISON AVENUE, NEW YORK, N.Y 
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Table top 


Tiny flowers and foliage in spring colors make 
up new “Glen Auldyn” decoration in Royal Doul- 
ton bone china. 5-pce. setting $18.95 retail. From 


Doulton & Co., Inc. of New York. 


New “Mignon” pattern on De Luxe shape in 
china is done in rose-red with gray leaves, has 
platinum trim. 5-pe. setting $10.95 retail. From 
Jackson Internationale of New York. 


One from new group of sets in German hand- 
blown glass, all sold in sets of 6 in assorted colors. 
Gift boxed, they retail from $4.95 to $8.98. Sold 
by Schmetzer, Inc. of New York. 
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fashions 


In Fairwood china from Bavaria is this new 
“Fortune” pattern with border of ovals done in 
gray and turquoise. 5-pc. setting $11.75 retail. 
From H. E. Lauffer Co., Inc. of New York. 


Stylized comets in peacock blue form border 
design in this “Stardust” pattern in English bone 
china. 5-pe. setting retails for $23. From Josiah 


Wedgwood & Sons, Inc. of New York. 


“Raleigh” (left) and “Williamsburg” are two 
of four new patterns in “1818” cut stemware, to 
retail at about $2 each. From Libbey Division of 


Owens-Illinois Glass Co. of Toledo, O. 





HION 


High-teshion new? >” 


© Poin: 
7 


ers bei, 


spout your dinnerware Fashions ¢ 
2 , Th Far? monte 


sells for you 
when you sell Fostoria 


he i 
ge in dinnerware too! 


ome 


fr Storia 


Fostorias EXCLUSIVE fashion story is in 


McCalls, Living, Bri 


Only Festoria melamine has patterns 
approved for style by America’s lead- 
ing fashion designers. Only Fostoria 
tells this exclusive fashion story to 
your customers in national magazines 

in color. Current ads feature 
Ceil Chapman and Hannah Troy — 
designers with extensive followings 
from coast to coast. 


Fashion angle helps you get windows 


and tie-in displays with other depart- 
ments, helps you get sales youd ordi- 
narily miss. (And Fostoria melamine 
has the prestige and the fashion flair 
to sell with crystal and sterling. ) 

No competition from other depart- 
ments, other stores. Distribution is lim- 
ited to fine dinnerware departments. 


Take advantage of this exciting fashion 
promotion. Make sure youre showing 





New Patterns! 


GREENBRIER ... 
sion of ever-popular leaf motif. 


—-> 


contemporary 





modern ver- 


SUN VALLEY... 
design with yellow star bursts. 





des. Modern Bride 


enough patterns. Use your promotion 
kit . . . it’s full of valuable sales aids 
and suggestions. For more information, 
write Fostoria Glass Company, Mela- 
mine Dinnerware Division, Meunds- 
ville, West Virginia. 


frostoria 
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New epergne is composed of 10-in. crystal bowl 
with three detachable trumpet vases. All crystal, 
it retails at $10.75; with color vases $11.50. By 
Fostoria Glass Co. of Moundsville, W. Va. 


Rose hors d’oeuvre, 1114 in. wide with dip bowl, 
retails for $6.80. It is recent addition to extensive 
line of white Spode fancy pieces. From Copeland 


& Thompson, Inc. of New York. 


“Fontaine” is new pattern in Baronet china from 
Bavaria. On Cathay shape, it is abstract done in 
blue. 5-pe. setting, $9.95 retail. From Fisher, 
Bruce & Co. of Philadelphia. 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1959 


fashions 


“Entre Nous” cocktail shaker, 844 in. high with 
two glasses, comes in Kosta crystal from Sweden. 
Designed by Vicki Lindstrand, it retails for $15. 
From the Ebeling & Reuss Co. of Philadelphia. 


New “Westport” design with Kingsley blue rim 
and 24K etched gold bands has elaborate pattern 
in raised gold paste. Five-piece setting $75 retail. 


By Lenox, Inc. of Trenton, N. J. 


“Crown Jewel” in Franciscan Masterpiece china 
has pale gray rim and platinum and white shoulder 
design. 5-pc. setting $24.75 retail. By Gladding, 
McBean & Co. of Los Angeles, Calif. 





RICH IN TRADITION- 
RICH IN PROFITS- 


New bone china patterns: top left, Strasbourg, $35.00 a five-piece place setting; top 
right, Glen Auldyn, $18.95; bottom, Richelieu, $29.95: new figurine, ‘Pirouette,” $25 


Roval Poulton 


Look to the leader—Royal Doulton—for su- 
periority in design, advertising, promotion 
and publicity. The first English china com- 
pany to design for the American market . . . 
Royal Doulton proudly introduces three ex- 
quisite new bone china patterns, shown 
above, as well as an important new grouping 
of figurines and character jugs... all with 
tremendous profit potential for you. And 
supporting all this is Royal Doulton’s ex- 
cellent delivery service! TIE IN with Royal 
Doulton’s national advertising in House & 
GarDEN, House BEAUTIFUL, THE NEw 

EVENTEEN, 
Bripe’s, Hotipay, Town anp Country. 
DOULTON AND CO., Inc., 11 East 26th 
Street, New York 10. N. Y. 
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) Dinnerware, 
Glassware 


& Gifts 


by MADELINE LOVE 


S YOU CONCENTRATE ON TODAY’S BRIDAL MARKET 
and the boom which the 1960’s will bring, 
don’t overlook another large category of 

prospective customers — yesterday’s brides! 
They’re “brides” no longer, of course; but they’re 
still women, and with women’s built-in love for 
fine tableware. 

No doubt many of “‘yesterday’s brides” already 
are listed in your books. Your bridal regis- 
try records can be a big reservoir of present- 
day prospects. These ex-brides unquestionably 
received their choices in china and glassware when 
they were married. Their tableware may still be 
intact and they may still prefer their patterns to 
all others on the market. But the laws of chance 
are against it. More likely, their sets are marred 
by ill-usage, reduced by breakage—or in patterns 
which no longer conform to their tastes. 

Aren’t these women, then, prime targets for 
promotional activity in china and glass? They 
know and trust you. They—or their friends and 
relatives—bought their wedding tableware from 
you. They have been proud of it and enjoyed using 
it. But now, they may be ready for a change. And, 
what’s more, they may be better off financially 
than they were in those early days of marriage, 
and, today, can buy costlier wares. 

Whether they are on your lists or not, women 
in this age and income bracket are good—but of- 
ten neglected—prospects for a high-level promo- 
tional campaign. Tableware can be the perfect 
present for birthday, Mother’s Day, Christmas, 
and—particularly at this time of year—for the 
wedding anniversary. Or yesterday’s bride may 
now be in a financial position to walk in and buy 
for herself an entirely new dress for her table. 

Usually the spark has to be struck, however. 
That spark might be a telephone call, a personal 
letter, a newspaper advertisement aimed toward 
anniversary gifts for the former June bride—or 
all of them. One good sale could make it worth 
while. 
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6’ ‘OASTING GOBLET,” appropriately mono- 

grammed, is being offered to dealers by the 
Fostoria Glass Co. of Moundsville, W. Va., as a 
gift for brides registering in their stores. Retail- 
ers buy the goblet at a minimum cost and Fos- 


(ARBAB S 


- is 
Hie EE ARE? 


toria monograms it free. The gift is sent to the 
bride with the suggestion that it be used by the 
bride and groom at the wedding reception for 
their traditional toasts to each other. The gob- 
lets are not intended for resale; just as good-will 
gifts to newly married couples. 


CLUB PLAN to help customers buy fine china 

has been instituted by the Syracuse China 
Corp., of Syracuse, N. Y., for the benefit of its 
dealers. The plan is practical for even the small- 
est dealer. With each order comes a detailed out- 
line for setting up the plan, free newspaper_mats, 
mailing pieces, counter display cards, badges for 
sales clerks and window streamers, radio scripts, 
suggested letters to brides-to-be, and other pro- 
motional letters. A deferred dealer-payment gives 
retailers longer-term credit. 


ILLIAM J. CAREY, president of Doulton and 

Co., Inc., has announced the appointment of 
David C. Tower as field representative in Wash- 
ington, Delaware, Maryland, Virginia, West Vir- 
ginia and North and South Carolina. He will 
carry all of the Doulton lines of china, earthen- 
ware and figurines. For 12 years, Mr. Tower has 
been associated with Castleton China, Inc., in the 
same territory; before that, with Bolender and 
Co., Chicago, and B. Altman and Co., New York. 


HREVE, CRUMP AND LOW, Boston jewelry store, 

has opened a new Wedgwood section, said to 
be the largest collection of Wedgwood china and 
earthenware in New England. This expansion 
of the store’s china department is part of a cam- 
paign to capture the bridal market of Boston and 
environs. When it is completed, the department 
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VARIETY 


Spode 


THE FINE ENGLISH 
DINNERWARE 


r 


Geisha 
(Bone China) 
Pink or Blue 





FRANCONIA CHINA 


One of Europe’s Finest 


Presents .. . "TOSCANA" 
To be Nationally Advertised in HOUSE BEAUTIFUL—September 1959 Issue 


The classic beauty of history's most important period in art, the 
Italian Renaissance, is adapted to contemporary living with "Toscana" 
. . . medallions, rhythmic scrolls and olive branches in Turquoise Blue 
and pastel Olive on a wide rim shape in pure white, translucent 
porcelain banded with Gold. 5-pc. place setting with 10!/2" dinner 
plate: $13.95 Retail (slightly higher South & West). 


HERMAN C. KUPPER, INC. 
39 West 23rd Street New York 10, N. Y. 
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DINNERWARE (continued) 


will carry about 300 patterns, all backed with 
stock, priced to range from $11 to $127 for a 
five-piece place setting. A complete line of Fos- 
toria glass has also been added to the glassware 
section. 


WO NEW DISTRICT SALES MANAGERS have been 
announced by Robert 8S. Conybeare, general 
sales manager of Lenox Plastics, Inc., of St. Louis. 
Jim Cooley is taking over the southeastern terri- 


Ainaielis Woxuriovs "look" in folding boxes 
ntdes ony pried gift. . . and there is a 
stifle to matchsevéry siz igdley folding boxes 








BOX & PAPER 
1748 W. 2nd St. 


Marion, Indiana 


Division of Federal Paper Board Co., Inc. 











ONLY THE LUCKY 
PEOPLE 
GET AHEAD 


How many times have you heard that? Many 
of us make the common mistake of using the 
word "luck" instead of the more accurate one, 
"clever." 


There IS one sure way to get what you want. 
And from what we've seen, it works every time. 
This is the simple procedure you must follow. 
When you want to get a new job, hire some- 
body, sell something like watch repairing, 
jewelry repairing, engraving or perhaps auc- 
tioneering or sales promoting—here's what 
to do: 


|. Turn to page 156 in this issue. 
2. Decide under what heading you 
wish your ad placed. 


3. Write your ad in the order blank 
provided and send it along with 
check or money order. 


Then sit back and wait for the answers to come 
in. Simple?—yes; effective?—you bet. 











tory including Georgia, Florida, North and South 
Carolina, Alabama and the eastern tip of Ten- 
nessee. John F. Deery has been assigned to Penn- 
sylvania, West Virginia, Delaware, Maryland, 
Washington, Virginia and South New Jersey. 


UBEN VINER AND LESLIE GLATMAN, chairman 

and sales director, respectively, of Viners 
Ltd. of Sheffield, English manufacturers of silver- 
ware, cutlery and pewter, arrived in April in con- 
nection with the establishment of an American 
subsidiary, Viners of Sheffield, Inc. W. C. P. 
Adams is vice president of the new company; 
Gerald Dossick, vice president in charge of sales. 
The showrooms are at 362 Fifth Avenue, New 
York. 

Mr. Viner is president of the Sheffield Cutlery 
Manufacturers’ Association in England which 
handles stainless steel, plated silver, sterling sil- 
ver and, recently, a line of pewter. A cocktail 
party was held in April at the New York show- 
rooms to introduce Mr. Viner and Mr. Glatman. 


LECTED TO THE BOARD OF DIRECTORS of the East- 

ern Manufacturers & Importers Exhibit, Inc., 
which conducts the Chicago Gift Show, are George 
Good of Good & Co.; Homer Pritchard of Lenox, 
Inc.; and Robert F. Brodegaard. Continuing in 
office are S. S. Sarna, president; Jack B. Oren- 
stein, vice president; William E. Little, managing 
director; and Robert I. Carman, assistant man- 
ager. Other board members are Frank Baron, 
Alvin Heyman, and Morris Katz. 





From the tombs and graves at Chan Chan, 
ancient Chimu city in Peru, have come many ar- 
ticles of copper and silver plated with gold. So 
perfectly and evenly is the plating done that it 
looks like electroplating. 

But these people, we are sure, had no knowl- 
edge of electricity. The only plausible explanation 
would seem to be that the plating was accom- 
plished by fuming. Molten gold gives off fumes 
when treated in certain ways; and fumes might 
have been created which would deposit a metallic 
coating on another metal. But if this was the 
Chimus’ method, it is most certainly a lost art. 
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EBELING & REUSS CO, —Ptesen's bonored 
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$16.00 Retail “ 
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ware patterns from these 
famous factories. 
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9 piece 
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5 piece 
place setting, 
$18.00 Retail 
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KE BELING & REUSS CO. 


ESTABLISHED 1886 


ne ares Main Office; 5th & Locust Streets, Philadelphia 6, Pa. 


NEW YORK 10 CHICAGO 54 PHILADELPHIA 6 LOS ANGELES 14 oF Be S ae 
225 Fifth Avenue 1557’ Merchandise Mart Sth & Locust Streets 527 West 7th Street Merchandise Mart 


Warehouses: Philadelphia, Pa., Pasadena, Calif. 
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DIAMONDS (continued from page 67) 

10-power loupe. If difficulty is experienced in 
detecting the inclusions, spots, bubbles, cracks, 
etc., the purchaser may scrutinize his stone 
through the Gemolite. Thus, he verifies to his 
own satisfaction that the gem is as represented ; 
and receives a written assurance to the same 
effect. 

Gensler-Lee, which operates a number of jewel- 
ry stores which sell diamonds exclusively, at- 
tributes the success of its business to a willing- 
ness to make frank and full disclosure of infor- 
mation on their stones. Each purchaser receives 
a free copy of a 12-page pamphlet entitled, What 
You Should Know About Diamonds. This book- 
let discusses, with easy-to-understand illustra- 
tions, such subjects as brilliance, proportion, light 
leakage, cut, color, imperfections, etc. Some of 
the pages are reproduced herewith. It is so forth- 
right that it cannot help but engender confidence 
in the store as well as in the diamonds sold. All 
this is good as far as it goes but it still leaves 
much to be desired. It still does not provide a 
written permanent record that tells everything— 
not about all diamonds; but about the one par- 
ticular gem that Mr. Customer is buying and for 
which he is going to pay his good, hard-earned 
money. 


Some diamond jewelry manufacturers and 
wholesalers have recognized the need for stating 
the facts. One nationally-known house stamps 
the exact weight of the center stone inside the 
shank of the ring; and also states it in writing 
on the handsomely engraved copyrighted guar- 
antee that accompanies that ring. This guarantee 
specifies that the diamond is a 58-facet, full cut 
brilliant. It further states that “. . . the cutting 
and polishing of this diamond is governed by 
proportions and faceting, accuracy and skill, that 
have been established to produce a gem of high 
brillancy and light dispersion.” 

The guarantee also includes a statement to the 
effect that the diamond “. . . when magnified 
ten times, is entirely free of all ‘carbon,’ pinpoints 
or other dark inclusions under a careful exami- 
nation by a specially illuminated Binocular Micro- 
scope.” It continues, “The diamond has been 
carefully graded for color .. . in direct compari- 
son... to master diamonds graded electronically 
by the most modern instrument designed for dia- 
mond color grading.” No one can deny that such 
a guarantee, when properly used by the retailer, 
is of tremendous help to him in his selling effort 
and does much to break down buying resistance. 

From the evidence, we must conclude that there 
is need for some kind of written certification of 
quality to go with the sale of a diamond, that 





Customers Love DURABRASS 


No spot —no tarnish —no peel — 


even salt air will not corrode it. 
These new Buehner-Wanner designs 
combine DURABRASS with Filigree 
tile designs and teak handles. 
They are typical of the 
Buehner-Wanner line—designed 


for satisfaction—priced for satisfaction. 


BUEHNER-WANNER, INC. 


66 Fort Point Street, East Norwalk, Connecticut 


Breslauer-Underberg inc. 
225 Fifth Avenue 
New York 10, New York 


Bolender and Company 
1551 Merchandise Mart 
Chicago 54, Illinois 


The Grant-Jacoby Company 
527 West Seventh Street 
Los Angeles 14, California 


Harlan P. Saubert 

9809 Angora 

Dallas, Texas 

ay AS Radke & Assoc. 
P. 0. Box 1064 

Atianta, Georgia 

Miller Bros. Limited 


32 Front Street West 
Toronto 1, Canada 


% 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1959 





is THE SPICE OF SALES 


No. 32 12° Rolled Edge Footed 
Cake Plate about $11.00 retail 


The wide selection available in every Silver City 
pattern assures a sale on every occasion. 
Whatever the season, spice up your gift sales 
by featuring the finest in Sterling on Crystal— 


guaranteed non-tarnish, chip resistant. 


Qlevlngy 


No. 30 

6” Bud Vase 
about $4.00 
retail 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 


California Gift Show San Francisco Gift Show Southern Jewelry Show Salt Lake Gift Show National Retail Jewelers Convention Chicago Gift Show 
Biltmore Hotel, Room 2341 Western Merchandise Mart Henry Grady Hotel, Room 305 New House Hotel Waldorf-Astoria Hotel LaSalle Hotel 
Los Angeles, Calif. Space 274 Atlanta, Georgia Salt Lake City, Utah Spaces 205.and 206 Spaces 109 and 110 Iilinois Room 
July 26-31 San Francisco, California July 19-22 August 9-12 New York, New York Chicago, Iiinois 
August 2-5 August 9-13 August 2-13 
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WILLING 
HELPER! 


Sells hard 
all day long... page 





ani NA - 24 





...then pitches 
in to help on 
inventory ! 


STORE NAME 





Prints year and month 
merchandise acquired 
(in simple code) - --- 





Prints your cost in code! 


BS, ARK 
$1. 98 


Prints selling price. --~_ 





Monarch Price-Marking tickets and labels spend the day 
helping shoppers, “nudging” impulse sales, building cus- 
tomer confidence, and making sure each 
sale is at the correct price. After hours, at 
inventory time, they’re just as valuable— 
preventing mistakes. This 
inexpensive visual stock control 


saving time, 
quick, 
helps your buying and selling plans. 


Monarch Junior 
price-marking machine 


Fill out and mail coupon for information <<- o<-° 
The MONARCH Marking System Co. 
216 South Torrence Street, Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 





NAME _ ionsuiittitiieboges 
STORE NAME 








ADDRESS ; - 
a! 





°F. 


} 


| DIAMONDS (concluded) 


| gives a true picture and understanding of what 


it actually is. 
_ mond-graph” record. 


tice is not just around the corner. 
_ jeweler who would heartily approve, 
would be violently opposed. Every progressive 
| innovation has met with strong resistance. 
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Such a certificate could be a “‘dia- 


It is understandable that this desirable prac- 
For every | 
dozens | 


This much, however, is certain: Jewelers who 


| recognize the importance of telling the customer 
_ the full truth about the diamonds they sell and 
_who are willing to issue Certificates of Quality, 
| as discussed in this article, will have in their 
_ hands a potent sales weapon; a powerful mer- 
_ chandising help that will give their stores a real 
_ point of difference. And this point of difference 
| can rekindle the confidence which the public once 
had in the retail jeweler. 


The man who has nothing to hide, who is 


_ eager to prove that what he says is so, is seldom 
_ on the defensive. His manifest honesty is a chal- 
_ lenge to anyone who doubts. 





_ INSTALL A PHOTO DEPARTMENT 


(continued from page 70) 


never speak of merchandise. They refer to the 


_ equipment only as a means of providing fun and 
| entertainment with movies of family activities. 
_ They show movies of a typical family in colorful, 


fun-filled action. They then bring out the camera 
package that was used to take and show the pic- 
ture. The whole demonstration, arranged by ap- 


_ pointment when the entire family will be present, 


takes from a half an hour to an hour. 


FREE HOME TRIALS: The demonstrators leave 
the camera package and the family has 30 days 
to enjoy the equipment without charge or obliga- 
tion. We have sold every camera package we ever 
left for home trial! Why? Because we allowed the 
family enough time to become acquainted with 
the equipment and acquire experience using it. 
They enjoy movie making so much they naturally 


_ want to keep the equipment after the 30 days. So 
| they buy it. 


In general, actual in-store selling is based on 


| definite procedures and policies: 


> Every salesperson can _ sell photographic 
equipment; customers don’t have to wait for a 
special salesman. 

>» All salesmen are trained in the use and spe- 
cial features of each piece of equipment. 


» Each sales person is instructed to be courte- 


| ous and sales minded. 


> Only brand-name, nationally-known mer- 
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join the swing to the NEW SYRACUSE, c.ua PLAN 











It’s the Plan tailormade to build your fine china sales. . . 
not for a week, not for a month but throughout the year! 


It’s the Plan that will tap a whole new market for you . . . at- 
tract an entirely new group of fine china buyers to your store. 


It’s the Plan designed to take full advantage of today’s in- 
creasingly popular trend to budget buying. 


It’s tested! It’s proved! It’s the talk of the trade! Completely 
packaged . . . ready to go! A profit maker from the start. 
Syracuse does everything but ring your cash register for you! 


Get the full profit story of the new Syracuse Fine China 
Club Plan. It’s a winner! Put it to work for you. Write today! 








SYRACUSE CHINA + SYRACUSE 1 + NEW YORK 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART! 


by Manny 
Silverman 


VANCOUVER 
BRITISH COLUMBIA 
SUCCESS STORY— 


FIRST DAY'S BUSINESS — $24,201.94 
—AT LEAST 25% NET PROFIT OVER $ FOR $ 


We were very proud to have the opportunity 
to work with such a fine store and such won- 
derful people. 


Eilers, Ltd. Jewelers called us in New York 
from Vancouver. They were being forced out 
of their premises after |4 years. 


Mr. Walter Eiler and his son Bill are both 
good merchants who realized that a sale in 
their store needed the help of a professional 
sales engineer in order to get the maximum 
result out of their sale. 


The Eilers gave us their complete cooperation 
and contidence. Needless to say the results 
are fabulous. 


At this point, | don't know what the total 
volume for four weeks will be, but the first 
day's volume was more than their previous 
two months. 


Why not give us the opportunity to do the 
same for you? 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4692-3 


PHOTO DEPARTMENT (concluded) 


chandise is carried (and this fact is constantly) 
kept before the public). 

Although 95 per cent of our photo business is 
on a credit basis, there are no losses. This is 
probably because it is the type of merchandise 
people enjoy so much that they don’t lose enthusi- 
asm for the purchase or for the regular pay- 
ments. A customer has 40 to 60 weeks to clear 
the purchase, and she can save herself a 10 per 
cent service charge if she pays the bill within 
60 days. (I say “she” because 65 per cent of all 
my photo-package buyers are women.) 


In comparison to its sales volume and the 22-by 
130-foot area of the store, the photo department 
is small, occupying an 18-foot wall-storage and 
display section in the rear of the store near the 
credit window where it can attract credit cus- 
tomers who do not own cameras. A six-foot aisle 
display, moved to various central-floor locations, 
is also frequently used for photo equipment. 


These are the merchandising methods, promo- 
tional techniques and selling procedures that have 
provided a wealth of extra profits in photo- 
graphic equipment for me. Try them. They’ll 
work for you! Before you know it, you, too, will 
be telling other credit jewelers: “You need a 
photographic department!” Zee 














Diamond Cutter Boosts Sales 


P— cr 


Diamonds amount to 87 per cent of store sales 
at Burt’s Credit Jewelers Inc., in Seattle, Wash. 
Perhaps that is because Burt’s dramatizes dia- 
mond cutting and setting in their windows. 


Sometimes 30 to 40 people at a time watch 
Gary DeBeers at work (above). He’s a diamond 
cutter and polisher from Amsterdam, Holland. 
In another window you’re likely to see Mrs. Bruce 
Thomas setting stones. Max Bender, firm presi- 
dent, and Patrick H. Cox, general manager, fre- 
quently put on demonstration programs before 
eivic and community organizations. They find 
that interest is keen in how rough diamonds are 
converted into gleaming gems—and that seeing 
the process whets desire to own. 
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DE BEERS BOOSTED FIRST-QUARTER 1959 SALES 59 PER CENT HIGHER than they were 
for the equivalent 1958 period. Gem sales went 51 per cent above a year 
ago, totaled £15,865,262. Sale of industrial diamonds rose 62 per cent, 


totaled £7,721,39l. 


FIFTH AVENUE'S TIFFANY & CO. HAD A PROFITABLE 1958, ended up with 29 per cent 
more net profit than in 1957 ($322,476 after taxes in 1958). Year's 
dubious highlight: the fantastic daylight robbery of an impressive amount 
of Tiffany jewels Aug. 10, just before the big New York jewelry show. 


BULOVA WAS 1958'S BIGGEST TV ADVERTISING SPENDER. Its $1,667,057 outlay ranked 
it 12th among the top 25 network brand advertisers in the nation. Others: 
Speidel ($1,153,904) ; Bell & Howell ($750,733) ; Elgin National ($288,857). 


SALES TO NON-PROFIT EDUCATIONAL ORGANIZATIONS ARE EXEMPT FROM THE RETAIL EXCISE TAX, 
under a new ruling by the Internal Revenue Service. A "non-profit educa- 
tional organization" is one whose primary function is the presentation of 
formal instruction, and which normally maintains a faculty, curriculum and 
Student body, plus a building. Schools operated as activities of a religious 
group are included. Sellers to these organizations must obtain a certificate 
from them stating that they have been ruled tax-exempt by an IRS district 
director, or other proof that they qualify for exemption. Certificates in 
JC-K next month. 


MONTGOMERY WARD CUT ITS DIAMOND PRICES BY 15 PER CENT RECENTLY, in a special sale 
book mailed to 5 million customers. Price drops apply to all 190 of the 
big firm's diamond rings, which range from a four-carat emerald-cut (reduced 
from $6695 to $5690) to a $16.95 wedding band (reduced to $14.41). 


HERE IS THE SELECTION COMMITTEE FOR THE 1959 DIAMONDS INTERNATIONAL AWARDS__group 
includes some of the nation's most fashionable and/or fashion-conscious 
ladies: Hedda Hopper; Loretta Young; Mrs. Henry Fonda; Mrs. Philip D. 
Armour, Jr., of the meat-packing Armours; Washington Socialite Mrs. M. 
Robert Guggenheim; New Orleans Socialite Mrs. L. Kemper Williams: Vogue 
Editor Jessica Daves; and Harper's Bazaar Editor Nancy White. 





THE WATCH MATERIAL DISTRIBUTORS ASSOCIATION OF AMERICA CONVENTION MAY 30-31 will 
have two features. There will be the premiere showing of the new 15-minute 
color-and-TV film "What Makes It Tick"; and results will be given on the 
research project done by WMDAA on the trade practices of wholesale material 
houses. Sessions are at Chicago's Hotel Drake. 


HIGHER TAX BILLS ARE IN STORE FOR MANY FIRMS--retail, wholesale and manufacturing-- 
which do business in more than one state. Recent U. S. Supreme Court 
rulings have upheld the rights of states to tax the income of out-of-state 
corporations for sales made in that state, whether by outside salesmen, 
mail-order shipments, or by any other "fair" basis, even though a firm has 
no actual office within the state. 


CONGRESS IS CONSIDERING UNIFORM TAX GUIDES which all states might use in taxing out- 
of-state concerns. Some 35 states now tax corporate earnings, based gener- 
ally on the amount of a firm's total earnings which stem from its activities 
in the state. Danger is that several states might combine to tax more than 
100 pery cent of a firm's income. 


FISHEL HAS BEEN REELECTED A BRAND NAMES FOUNDATION DIRECTOR. Carlton M. Fishel, 
vice“president and secretary of Trifari, Krussman & Fishel in New York, 
was voted to another term at a business meeting following the annual 
Foundation awards banquet Apr. 15 in New York. 


SECRETARY OF LABOR MITCHELL FAVORS MINIMUM WAGES FOR RETAIL WORKERS. He would, 
however, only cover about 3 million of the 8 million retail help not 
now regulated by the federal wage and hour laws (AFL-CIO has tagged all 
8 million, in addition wants minimum raised to $1.25 an hour, from $1). 
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“Instant” Gift Wrap! 


Kapid Cibbom 


S-T-R-E-T-C-H-A-B-L-E PLASTIC LOOPS 


NOW...decorate a package 





LOOK! 


Ribbon and Bow 


ALL 
IN 
ONE 


With attached ready-made 
bow... just slip it on! 





With attached Satintone 
pull-out bow... just pull 
out bow loops... slip it on 

. There’s your package— 
beauty wrapped! 


*patent no. 2,851,787 
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in just 3 seconds! 


Economical! Average cost: a penny a loop! 
Simple! No clerk training necessary! 
Attractive ! Looks and feels like satin! 


Available in a choice of practical sizes, RAPID 
RIBBON not only decorates but elasticity holds 
packages securely. Saves time, saves money, 
pleases clerks, and adds that valuable “touch” 
to your packages. No cutting, no tying—you 
just slip it on. Wide choice of colors, widths, 
and printed designs (we'll even imprint it with 
your own name!) 

Write now for free samples of Rapid Ribbon! 


RAPID RIBBON DIVISION 
Chicago Printed String Company 
2300 Logan Boulevard, Chicago 47, IIl., Dept. JCK-59 


{}] Send free samples and complete information on 
time-saving Rapid Ribbon loops. 


[} Have your representative call on me. 





Name 
ES Re Cay RRS EW a Rae RRS eM cr ne reo 
SE are 
Street 
City Zone__... State 
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JITC supports bill in Congress 
to exempt all ‘Gellman-type’ sales 


The hotly-debated Gellman Is- 
sue, which involves the taxability 
of articles sold as prizes, awards 
and premiums to churches, clubs, 
employers, firms, etc., will soon be 
tossed into the lap of Congress. 

Two pieces of legislation will be 
introduced in the House of Repre- 
sentatives and the Senate. Either 
one bill or the other bill may be- 
come law, but they both can’t be- 
cause they clash headlong. 

One proposal is backed by the 
Secretary of the Treasury. It de- 
fines a retail sale as “a sale for 
purposes other than resale.” Since 
prizes, awards and premiums are 
not purchased for resale, they 
would be taxable. If enacted into 
law, this measure would nullify two 
court decisions which exempt cer- 
tain kinds of wholesalers from col- 
lecting the tax on such sales. 


All, not nothing 


The second legislative proposal, 
backed by the Jewelry Industry 
Tax Committee, has a completely 
opposite purpose. It would exempt 
articles purchased as prizes, awards 
or premiums from the 10 per cent 
retail excise tax. And if this mea- 
sure becomes law, any retailer, any 
wholesaler and any manufacturer 
could make “Gellman-type” sales 
without collecting the tax from the 
purchaser. 

The Tax Committee voted unani- 
mous support for this measure, at 
a special meeting in New York on 
April 15. Other business groups 
will fight the Treasury Depart- 
ment’s bill and support the JITC 
measure. Bernard N. Burnstine, 
executive vice-chairman of the 
committee, said. These groups in- 
clude the American Retail Federa- 
tion, the National Retail Mer- 
chants Association and the Nation- 
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al Retail Druggists. Association. 

Treasury will oppose the JITC 
bill, committee members expect. 
Reason: fear of loss of revenue, 
especially fear that consumers 
would falsely certify that pur- 
chases are intended for use as 
prizes, awards or premiums when 
such is not the case, in order to 
avoid paying the tax. 

Actually, JITC members said, 
most people are too ethical to try 
to gyp Uncle Sam out of a few 
bucks (income taxes, for instance, 
are remarkably truthful). 

Thus, JITC members felt, their 
bill would not materially reduce the 
Treasury’s tax receipts. It would 
not encourage falsification or de- 
ceit. It would fairly extend to re- 
tailers the same type of tax exemp- 
tion which the courts have already 
extended to wholesalers. 


Hamilton Watch buys 


Swiss A. Huguenin Fils 


Globetrotting Hamilton Watch 
Co. took its second international 
giant step last month when it pur- 
chased century-old A. Huguenin 
Fils S.A., watch firm in Bienne, 
Switzerland. 

In 1957, Hamilton embarked on 
a “world watch market expansion 
program” by signing a 10-year 
agreement with a Japanese watch 
firm, Takano Seimitsu Kogyo Co., 
Ltd. Hamilton supplies Takano 
with technical assistance, designs 
and equipment, in turn gets roy- 
alty rights on Takano’s watches. 

Authority to operate a Swiss 
watch factory, says Hamilton Pres- 
ident Arthur B. Sinkler, was 
granted in 1958 by the Swiss Gov- 
ernment. Sinkler anticipates no 
change in the Huguenin marketing 
program in the near future. Firm 


sells a “quality jeweled watch” in 
Europe and the U.S. under the 
name Huguenin. 

Sinkler also announced the for- 
mation of the Hamilton Watch Co. 
of Switzerland, which was for- 
merly called Hamill, S.A., and 
through which the acquisition of 
Huguenin was negotiated. 

Sinkler said watches made at 
the parent plant in Lancaster, Pa., 
will still account for the major por- 
tion of Hamilton’s sales. 


Gordon’s will build 
25 new stores by 1961 


Gordon’s Quality Jewelers, Inc., 
53-store, Houston-based credit 
jewelry chain, will spend $3 mil- 
lion in the next two years to add 
some 25 stores in six states. It 
also plans to expand into the West 
“in the very near future.” 

Gordon’s, third largest jewelry 
store chain (behind Zale and Kay), 
will open nine of the new stores in 
Texas (in Orange, Port Arthur, 
Freeport, San Antonio, Dallas, El 
Paso and Austin); two in Louisi- 
ana (in New Orleans and Baton 
Rouge); five in Florida (Daytona 
Beach, Tampa, Bradenton, West 
Palm Beach and Melbourne) ; three 
in Alabama (in Birmingham, Mo- 
bile and Pritchard); two in Ar- 
kansas (in Pine Bluff and Little 
Rock); and two in Tennessee (in 
Nashville and Memphis). The 
other two planned new stores will 
be opened in the next 30 days. 

President Harry Gordon expects 
the expansion program to increase 
sales volume by 50 per cent. Tar- 
get for 1962 is 100 stores. 

Jay Cohen, 39-year-old former 
regional supervisor in four states 
of Gordon’s, has been named ex- 
ecutive supervisor of all Gordon 
stores, many of which are in sub- 
urban shopping centers. 

Robert Philipson, former execu- 
tive with Hecht Co. in Washing- 
ton, D. C., has been named Gor- 
don’s personnel director. 





U.S. stainless flatware makers ask for 
help to stop Japanese imports “invasion” 


The chiefs of every major U. S. 
producer of stainless steel flat- 
ware went to Washington last 
month to show the wounds in- 
flicted upon them by Japanese im- 
ports, and to request protection. 

Miles Robertson, leonine presi- 
dent of Oneida, Ltd., asked the six 
U. S. Tariff Commissioners to rec- 
ommend that the President impose 
a global quota of 4 million dozen 
pieces on 1959 imports of stainless 
flatware, to protect the “seriously 
damaged” domestic industry. 
Quota would amount to some 17 
per cent of annual U. S. produc- 
tion. Commission said it will re- 
port to Ike “soon.” 

After hearings last year, the 
Commission decided domestic mak- 
ers had suffered severe 1957 in- 
jury, especially from Japanese im- 
ports, proposed that Ike raise 
tariff duties. Ike refused when 
Japan volunteered not to export 
more than 5.5 million dozen pieces 
here during 1958. 

U. S. makers testified that Japan 
exceeded that quota, in 1958 
shipped some 8.4 million dozen 
pieces to the U. S. These, they 
said, amounted to 36 per cent of 
U. S. consumption in 1958 (22 mil- 
lion dozen pieces) and constituted 
a 400 per cent jump in the share 
of the U. S. market which Japan 
has captured since 1954. 


The gravy train 


This is doubly aggravating, said 
President Craig Munson of Inter- 
national Silver Co., since the Jap- 
anese have never helped create a 
demand for stainless flatware 
here; instead merely cashed in af- 
ter U.S. firms had spent hundreds 
of thousands of dollars developing 
the market in 1953 and 1954. 
Munson said International alone, 
working a third shift, could sup- 
ply almost all of the 8.4 million 
dozen units that the Japanese sent 
here in 1958. 

Vice-President Burrill Getman 
of Gorham recounted how his firm 
built an entire factory in North 
Carolina in 1953 in anticipation of 
the growing stainless market it 
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had helped create, then had to 
close it down because Japanese 
were cornering so much of the 
market. 

All of the U.S. firms agreed that 
Japanese success was possible be- 
cause of low wages ($.30 an hour), 
and also because Japan could pro- 
duce stainless steel at what Mun- 
son estimated as half U. S. cost. 

The Japanese delegation in re- 
tort declared that domestic mak- 
ers enjoyed record sales of stain- 
less flatware in 1958, that the 
65 per cent of the total U. S. con- 
sumption which U. S. firms cap- 
tured in 1958 was a “striking 
improvement” over ’57. 


Importance of 24 lines 
of merchandise will 
be shown by survey 


Are your diamond sales above 
par for a store of your type and 
size? How are your watch busi- 
ness and repair receipts doing in 
comparison with other jewelers’? 
Ought you diversify more than you 
have? Or should you specialize? 

You know your own dollar fig- 
ures and percentages. But to an- 
swer questions like these, you need 
other jewelers’ figures to match 
against yours. What you want is 
a clearing-house for reliable, up- 
to-date information about the 
jewelry business. 

The RJA-JCK 1958 Survey of 


Retail Jewelry Store Operating Ex- 
perience will be just that sort of 
clearing-house. It is now under 
way. Questionnaires are being 
mailed this month and next to sev- 
eral thousand jewelry stores of all 
sizes and kinds of operation. 

One of the questions—perhaps 
the most time-consuming to an- 
swer, but of greatest usefulness to 
you and every jeweler — asks: 
“How did your total volume in 
1958 break down by department or 
line?” 

Jewelers receiving the question- 
naire are asked to fill in the dollar 
amount or the percentage of total 
sales for some 24 different depart- 
ments. Here are the kinds of mer- 
chandise: 

Diamonds and precious stones; 
karat gold jewelry; birthstone 
rings; wedding rings (not dia- 
mond); filled & novelty jewelry; 
watches & clocks; sterling flat- 
ware; plated flatware & hollow- 
ware; stainless flatware & hollow- 
ware; china (including earthen- 
ware & plastic); crystalware. 

Also, electrical appliances; radio 
& television; phonographs, includ- 
ing hi-fi, stereo and records; per- 
sonal leather goods; luggage; cam- 
eras; giftwares; watchbands; sta- 
tionery; optical; promotional 
items, other than in lines listed 
above; repairs & engraving re- 
ceipts. 

If you receive a questionnaire, 
remember: The trade badly needs 
information about itself. If you 
take the time and trouble to an- 
swer the questions to the best of 
your ability, you will be contribut- 
ing a genuine service to the indus- 
try. 
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OF THE ESSENCE: Delegates from Longines’ watch factory in Switzerland 
pose with Pope John XXIII at private audience, during which the group pre- 
sented His Holiness a specially-made Longines watch bearing the papal crest. 
Presentations of Longines watches were in past years made to Pope Pius XII, 
and to Pope Pius IX (in 1878). 
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Winston plans move to 
56th St. in New York 


Harry Winston, Inc., has pur- 
chased the five-story Steuben Glass 
building at 718 Fifth Ave., on the 
corner of 56th St., in New York, 
will move his headquarters there 
after remodeling has been done. 

Winston’s present address is 7 
E. 51st St. 

Winston’s business ventures 
wind in and out of three continents, 
employ some 600 persons. 


Engelhard brochure 
explains gold plating 

A new data file that answers 
scores of questions about the uses 
and methods of gold plating, and 
about the industrial and«decorative 
applications of gold, is available 
from the Chemical Division of 
Engelhard Industries, Inc., New- 
ark, N. J. 

The 12-page brochure is based 
on investigations in precious metal 
plating research conducted by the 
staff scientists of Engelhard Indus- 
tries’ Research Division, contains 
both general and specific informa- 
tion about the many uses of vari- 
ous types of gold—24 kt., light yel- 
low, pink and green gold. Data on 
the Atomex Immersion Gold Solu- 
tion is included, with a list of 
metals that may be coated by this 
process. 


Swiss ready watches for 
U.S. World Trade Fair 


Switzerland’s jeweled-lever watch 
fraternity will lay out its newest 
creations at this month’s third an- 
nual U. S. World Trade Fair in 
New York. 

The international exposition, de- 
scribed as the largest of its kind 
ever in the Western Hemisphere, is 
being held May 8-19 at the Colli- 
seum. Over 3,000 displays will be 
presented in national pavilions in- 
stalled by more than 64 countries. 

The timepieces shown, in a com- 
bined display by The Watchmakers 
of Switzerland and nine watch 
brand exhibitors, will accent new- 
est styling and unusual features in 
quality watches. Brands featured 
will be: Concord, Doxa, Eterna, 
Girard Perregaux, Longines, Mo- 
vado, Omega, Rolex and Zenith. 
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Interesting Jewelers—Henry Wilson 


Syracuse Jeweler Henry Wilson yawned away his sleep, rolled 
over, aimed one eye gingerly out the window. What he saw exploded 
him fully out of bed, both eyes agape. There were a dozen muscled 
bricklayers out there, troweling a wall together—and all of them 
were women! 

Wilson was awakening rudely in the Hotel Moskva, Moscow’s 
finest, to begin his first day as interpreter to a group of Congressmen 
side-tripping in Russia during - Ren onneniensinsia 
their tour of U.S. military bases 
in Europe. He was there, away 
from his own nine stores in New 
York state, at the behest of long- 
time friend Rep. Walter Riehl- 
man (D., N. Y.), a member of 
the tour. 

The brickladies were only the 
first of revelations for Wilson 
on his first trip back to the na- 
tive land he left 43 years ago to 
come to America. There was the 
stopoff at Stalingrad, for exam- 
ple, where he found almost no 
rebuilding had been done of the 
virtual shambles wreaked 14 
years ago in WW II. And there 
was the disquieting “Beat 
America” theme everywhere, on 
posters, in magazines and fac- 
tories, over radio. 

The female labor force, 
though, intrigued Wilson most. 
They were everywhere, with 
brooms, and hammers, and weld- 
ing rods and shovels. One Soviet 
factory official told the group he 
had “about 40 per cent women 
here,” but Wilson guesses there 
were 90 per cent. “They were 
husky and strong, not feminine 
like American women.” 

Surprisingly, Russian women did wear an occasional piece of 
jewelry but it was seldom more than a watch or wedding ring. When 
two unjeweled women guides learned Wilson was a jeweler, they dis- 
appeared, came back swathed triumphantly in necklaces, watches, 
diamond rings. The diamonds, says Wilson, were of poor quality. 

Jewelry stores as such were non-existent, Wilson marvels. One 
can buy jewelry only in arcade-type stalls in department stores. A 
typical stall has one entrance some twice the size of conventional 
U. S. store fronts. On each side of the stall are 30-foot long counters. 
There is no display except for items in the counter cases; there is 
absolutely no advertising. Choice of items is slim: most are novelty 
jewelry, pendants, some watches and rings and a few enameled gift 
items. There are no appliances, luggage, or cameras. Almost no 
silver, gold or platinum is used. All prices are set high by the govern- 
ment, to discourage buying. There is no such thing as credit. 

To American entrepreneurs, Russia might sound like a virgin 
business opportunity. Actually, the competition could get pretty 
rough: the Party runs everything, would never permit the kind of 
ingenuity that enabled an immigrant boy named Wilson to build a 
personal success. 


Wilson with Russian souvenirs, 
plaques used in Orthodox church 
for the ladies, trowels 














Continental MJ&SA serves Italian feast 
at annual banquet in March in Boston 


An “evening in Italy,” replete 
with antipasto, minestrone and 
baked lasagna, was the treat at 
the annual banquet of the Manu- 
facturing Jewelers and Silver- 
smiths of America at Boston’s 
Statler Hilton Hotel Mar. 21. 


President Paisner welcomes guests 
please pass the Lasagna 


It was the second consecutive 
year that the outstanding social 
event of the association was given 
a European setting; France was 
the 1958 backdrop. 

This year’s Festa Italiana was 
attended by 600 association mem- 
bers and guests. 

Seated at the head table were 
Gov. Christopher Del Sesto of 
Rhode Island; Alfredo Trinchieri, 
Italian Consul in Boston; Lt. Gov. 
Robert F. Murphy of Massachu- 
setts; Cyril K. Brennan, mayor of 
Attleboro, Mass.; William A. Car- 
roll, first vice - president of 
MJ&SA; and these Association 
Presidents: John Blackinton of 
the Boston Jewelers Club; Max 
Jacoby of the Twenty-four Karat 
Club of New York; Walter Levy of 
the Providence Jewelers Club; 
Richard Moore of the Diamond 
Peacock Club; Arnold A. Schiff- 
man of the Retail Jewelers of 
America, Inc.; William E. Smith 
of the Jewelers Board of Trade; 
Marshall R. Spies of the Chicago 
Jewelers Association; John B. Ste- 
vens of the Sterling Silversmiths 
Guild of America, Inc.; and George 
R. Frankovich, MJ&SA executive 
secretary. 

Entertainment featured Al Ber- 
nie; Hal Loman & Playmates, a 
dance trio; singer Eileen Barton; 
the Eight Harriet Hoctor Girls, a 
dance ensemble; and the Sympho- 
nettes, a tumbling act. 

Banquet favor was Expresso 
Macchinetta, which translated 
means espresso coffee maker. 


Formally turned out head table guests at MJ&SA banquet in Boston 
after the antipasto, the Harriet Hoctor girls 


‘‘Fashions in Time’ show 
set by Swiss for July 


The 1959 “Fashions In Time” 
show, themed “Watch For The 
Quality Look,” will be opened by 
the Watchmakers of Switzerland 
July 13th at the Hotel Pierre in 
New York. 

The show coincides with the 
start of the Dress Institute’s an- 
nual Press Week, will integrate 
high fashions with quality watch 
styling. Some 250 fashion editors 
from major newspapers, magazines 
and TV and press syndicates are 


: invited. 


Occasion will also be the premier 
unveiling in the U. S. of watch- 
making innovations shown at the 
recent Basle Watch Fair in Switzer- 
land. Some 200 jeweled lever time- 
pieces will be displayed in a spe- 
cially-prepared exhibit. 

Major emphasis this year will be 
given to the Watchmakers of 
Switzerland’s new action program 
for jewelers, aimed at revitalizing 
the U. S. watch market. 


Harry Aronson buys 
Waltham Watch, will 
build new watch line 


Harry Aronson, president of 
Hallmark, Inc., Chicago-based im- 
porter-distributor of watches and 
jewelry, has purchased controlling 
interest of Waltham Watch Co., 
and is now its president. 

Hallmark is the firm which in 
January 1958 became sole U. S. 
licensee for assembly and market- 
ing of Waltham watches. Aronson 
bought control from former Presi- 
dent Joseph Axler. 

Aronson, most of whose Hall- 
mark sales are to catalog, mail- 
order and non-jewelry outlets, will 
introduce by Waltham a restyled, 
repriced men’s and women’s watch 
line, plus a clock line, this fall. 
Prices will be in the $10-20 range; 
one line will be directly competi- 
tive with the new “Today” line in- 
troduced recently by Benrus Watch 
Co., which sells at retail for $25. 

Watches will be sold through ex- 
clusively-franchised jewelry retail- 
ers. A catalog line of Waltham 
watches will not compete with the 
jewelry store lines. 

Waltham’s executive and sales 
offices are now located in Chicago. 
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Pierrepont Noyes dies; 
led Oneida for 40 years 


Pierrepont B. Noyes, for 40 
years president of Oneida Ltd. 
Silversmiths, died Apr. 15. 

He was born at Kenwood, N. Y., 
August 18, 1870, the son of Min- 
ister John Humphrey and Harriet 
Worden Noyes. He received his 
early education at Mansion House, 
a sprawling estate built during the 
famous Oneida “Perfectionism” 
Community religious and social ex- 
periment, which was founded by 
his father. 

In 1889-90, he studied at Colgate 
University and later at Harvard 
University. Following a_ brief 
career in New York as an inde- 
pendent salesman of silverware to 
small restaurants, he returned to 
Oneida, where he started officially 
as an employee of the Community 
in 1894. He was named general 
manager of Oneida in 1895 and 
president in 1910, in which ca- 
pacity he remained until he retired 
in 1950. 

He originated “Community 
Plate,” one of today’s leading sil- 
verplate lines, and Oneida Ltd., un- 
der his leadership, became one of 
the country’s largest silver manu- 
facturers. 

For 23 years, he served as a 
member of the Board of Trustees 
of Colgate University, which in 
1946 awarded him the Honorary 
degree of Doctor of Humane Let- 
ters. In 1930-31, he was chairman 
of the Saratoga Springs Commis- 
sion, and on becoming president of 
the Saratoga Springs Authority in 
1933, directed the building of the 
famous spa under a $5 million de- 
velopment program. 


Also, an auther 


During the first World War, he 
served in Washington as Assistant 
Fuel Administrator, later was the 
American member of the Inter-Al- 
lied Rhineland Commission. 

Aroused by post-war interna- 
tional trends and apprehensive of 
another world war, he wrote the 
book, While Europe Waits for 
Peace, urging that the United 
States join the League of Nations. 
His novel, The Pallid Giant, first 
published in 1927, anticipated the 
invention of atomic weapons cap- 
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Pierrepont B. Noyes 


able of annihilating mankind. In 
1946, the book was re-issued under 
the title, Gentlemen: You Are Mad! 
He also is author of a two-vol- 
ume autobiography, My Father's 
House, published in 1937, and A 
Goodly Heritage, published in 1958. 
He married Corinna Ackley 
Kinsley on June 26, 1894. They 
had three children, Constance 
(Mrs. Miles Robertson); Barbara 
(Mrs. Ivan Smith) and Pierrepont, 
who is at present executive vice- 
president and general manager of 
Oneida Ltd. Silversmiths. Four 
grandchildren also survive. 


New Golden Shield Corp. 
will sell credit jeweler 
Sylvania radio line 


The man who pioneered Bulova 
Watch Co.’s Special Products divi- 
sion has organized Golden Shield 
Corp., which will begin July 1 to 
distribute an exclusive new line of 
Sylvania-made radio and phono- 
graphs to retail credit jewelers. 

Arthur P. Gould, who developed 
and headed Bulova’s special prod- 
ucts division for eight years, said 
a 25-man national sales force will 
sell the “Golden Shield” line di- 
rectly to credit jewelers, “to allow 
greatest possible markup.” New 
line will be completely different 
from regular Sylvania lines. 

Orders will be taken at Golden 
Shield’s headquarters in Great 
Neck, N. Y., will be transmitted 
by direct teletype to the Sylvania 
factory in Batavia, N. Y. Swift 
delivery is promised. 

Line to start will have 12 radios, 
including table and transistor 
models. It will also include port- 


able hi-fi and stereophonic sets, 
starting at $49.95 retail. Some 200 
independent service stations will 
handle repairs. 

Gould becomes president of the 
new firm. Board Chairman will be 
Marion E. Pettegrew, senior vice- 
president of Sylvania Electric. 


Gorham buysEaton Paper 


in diversification move 


The 128-year-old Gorham Man- 
ufacturing Co., in a move to add 
another new product line to its 
broadening operations, has ac- 
quired Eaton Paper Corp., pioneer 
developer of stationery in Pitts- 
field, Mass. 

Eaton, which will become a Gor- 
ham subsidiary, will maintain its 
present management group, which 
is headed by Harry C. Dutton and 
George P. Clayson. Both men have 
been invited to serve as Gorham 
directors, according to Gorham 
President Wilbur H. Norton. 

Eaton undertook the first na- 
tional advertising campaign ever 
conducted by a stationery manu- 
facturer, has had tremendous suc- 
cess with its Highland Linen line 
of letter paper. Eaton air mail 
stationery is used by most airlines 
in their planes. Firm’s Berkshire 
typewriter paper is nationally used 
also, as are its desk accessories 
lines. 


Alabama RJA elects 
Koss 1959 president 


Pinky Koss, owner of Leeds 
Jewelers in Gadsden, Ala., was 
elected president of the Alabama 
Retail Jewelers Association at the 
group’s annual convention Apr. 
12-13 in Montgomery, Ala. He 
succeeds Kalmar Shwarts. 

Main speaker at the Jefferson 
Hotel for the two-day meet was 
Earl Tucker, former member of 
the Alabama legislature and pres- 
ent editor of the Thomasville 
Times. 

Other 1959-1960 officers of the 
association: Dwight Raff of Raff's 
Jewelers in Talladega, first vice- 
president; Lamar Ware of Ware’s 
Jewelers in Auburn, second vice- 
president; J. L. Hoffman of Hoff- 
man Jewelers in Gadsden, secre- 
tary; and James Ruth of Ruth & 
Sons in Montgomery, treasurer. 
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PHOTO REPORT WAY TO A LADY’S HEART... : 
When Wolsh Jewelers in Towson, Md., 
asked Admark in Philadelphia if it 
could display the corset-like scarab 
belt worn by Admark’s “Queen of the 
Nile” (right) at several jewelry 
shows, neither firm thought much 
would come of it. But a Wolsh 
customer plunked down $1300 for 
it, motive intriguingly unknown. 
Whether Admark’s “Queen” will get 
another belt for future shows, or 
whether she may shift to—well, sus- 
penders, remains very much to be 
seen. 
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AT THE LAST TURN, ONEIDA: 

Swiss-born Skiier Walter Blaesi ex- 

ecutes a difficult twist on his way to 

first place in the Men’s Open Slalom 

(zigzag downhill ski race), big event 

of the Oneida Silversmiths Trophy 

Races Mar. 7-8 at Turin, N. Y. Thou- 

sands of spectators weathered heavy ieee 

snowstorms to watch some of the BEST OF BRAND: Marketing Manager Jean Hoefner of the Saturday Evening 
East’s best skiiers vie for Oneida- Post congratulates “Jewelry Store Brand Name Retailer of the Year” Leon 
made silver awards at this annual Davis during the Brand Names Foundation awards dinner Apr. 13 in New York. 
event. Davis is manager of Corrigan’s in Houston, Tex. 
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LOS ANGELES 


AROUND THE WORLD IN NO TIME: With these clocks, presented by 
Bulova Watch Co. to the Greater Los Angeles Press Club, West Coast 
journalists can now establish time instantly in all of the world’s key cities. 
A like set of wall clocks was given recently by Bulova to renowned Toast- 
master George Jessel. 


a CON Gh 

SOMETIMES BASHED-IN FACES: Maurice “The Rocket” Richard, redoubt- 
able star of the Montreal Canadiens, whose fervorbits around the National 
Hockey League have been painfully witnessed by sundry hapless opponents, 
smilingly accepts a 14 karat gold Ambassador watchband from Sales Director 


Herbert G. Mortimer (right) of Gemex (Canada) Ltd. The controversial 
Richard, who was chosen outstanding 1958 Canadian athlete by Canada’s 
sportswriters, has been called the greatest player ice hockey has ever produced. 
Montreal Gemex distributor M. Theriault looks on. 


OFF AND SEARCHING: 
John Van Koert (right), 
famed design authority, and 
International Silver General 
Sales Manager John D. Shaw 
buy tickets from pretty TWA 
hostess at start of tour of 
18 European and Middle 
Eastern countries to look for 
new concepts in flatware de- 
sign. They will screen lead- 
ing artists and designers; 
winners will receive Awards 
of Merit, will get patent 
and design rights on pat- 
terns used by International 
Silver. 
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OUTSTANDING CITIZENSHIP: 
Plant Superintendent Robert Zundel 
(left) of B. A. Ballou & Co., Previ- 
dence, R. L., accepts a plaque from 
George W. Kelsey, honoring Ballou’s 
contribution efforts to the 1958 Provi- 
dence area United Fund campaign. 
Kelsey is Fund chairman. 


THE SMALLER THE BETTER: 
George Fraker, general manager of 
Elgin National Watch Co.’s Micronics 
division, accepts certificate of excel- 
lence for development of a _ micro- 
miniature timing device used in air- 
craft mechanisms. The Elapsed Time 
Indicator, which helps tell when air- 
plane parts are worn, is no bigger 
than a dime. Presentation is made 
by Horace D. Gilbert, president of 
Miniature Precision Bearings, Inc., 
which sponsors the annual miniaturi- 
zation competition. 








STATE OF THE JEWELRY BUSINESS 


(Tabulated each month, to help readers spot industry trends) 


IMPORTS 


Jan. 1959 


WATCH MOVEMENTS (units) 
0-1 jewel 282,010 
2-7 jewels 83,813 
8-15 jewels 2,493 
16, 17 jewels 239,405 
over 17 jewels 817 
All movements 608,538 


DIAMONDS 
uncut, by carats 83,159 
uncut, by value $4,918,273 
cut, by carats 63,189 
cut, by value $6,425,058 


CULTURED PEARLS $727,271 
IMITATION STONES $750,799 


EXCISE TAXES 
1958 
AMOUNT COLLECTED $31,681 


VITAL STATISTICS 


Feb. 1959 


MARRIAGES 91,000 


FAILURES 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS’ 
SALES 
FEBRUARY 1959 


% change % change 


from from 


Feb. 1958 Jan. 1958 


SALES +20 +8 
INVENTORY +9 +1 


% change 
’ from Jan.-Dec. 
Jan. 1958 1958 


5,290,139 
1,252,794 
49,941 
4,690,633 
21,804 
11,305,312 


—3.9 
+31.6 
+8.0 
—14.0 
—1.6 
—4.7 


1,137,000 
$73,408,623 
718,422 
$68,064,819 
$10,347,076 


$9,310,690 


+84.1 
+25.2 
+40.8 
+ 40.6 


+21.8 


% change 
from ” 
Dec. 1957 


% change 
from 
Feb. 1958 


+2.2 


from Jan.-Mar. 
Mar. 1958 1959 


%% change 
from Jan.- 
Dec. 1957 


—8.9 
+7.9 
+33.7 
—24.8 
+9.2 


% change 
from Jan.- 
Dec. 1957 


% change 
from Jan.- 
Feb. 1958 


er 


% change 
from Jan.- 
Mar. 1958 
—18.0 
+20.0 
0.0 
+ 100.0 


DEPARTMENT STORE SALES 


FEBRUARY 1959 


% change % change 


from 


from Jan.- 


Feb. 1958 Feb. 1958 


FINE JEWELRY, 
WATCHES +15 


SILVERWARE, 
CLOCKS +13 


COSTUME 
JEWELRY 


METAL PRICES—MID-APRIL 1959 


(troy ounce, large lots) 
Mid-April 
1959 


SILVER 

PLATINUM 
PALLADIUM $18 
IRIDIUM $75 


$.91 3/8 
$77 


One Year 
Ago 

$.88 5/8 

$72 

$19 

$80 


+13 


+6 


% change 


+3.0 
+6.9 
—5.3 
—6.3 











Standard Financial 
elects Ballard, Taylor 


Wayne C. Taylor 


John H. Ballard 


Wayne C. Taylor, former Assis- 
tant Secretary of the Treasury and 
Undersecretary of Commerce, and 
John H. Ballard, president of 
Bulova Watch Co., have been 
elected directors of Standard Fi- 
nancial Corp., nationwide install- 
ment banking firm. 

Taylor, a former president of 
the Export-Import Bank and one- 
time European delegate for the 
American Red Cross, is present 
chairman of the executive commit- 
tee of the National Planning As- 
sociation, is also a director of En- 
cyclopedia Britannica Films. 

Ballard is chairman of the board 
of Bulova Watch Co., Ltd., of Can- 
ada, is a trustee of the Joseph 
Bulova School of Watchmaking 
and a past president of the 24 
Karat Club of New York. 

Standard, which recently merged 
with the much smaller Jewelers 
Acceptance Corp., finances some 
$200 million of business annually 
throughout the country. 
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ICC stops increase in 
Railway Express rates 


The government has killed a 
proposed 15 per cent boost in Rail- 
way Express shipment rates from 
stores to customers. 

The higher rates were to have 
gone into effect Mar. 23. But the 
Interstate Commerce Commission, 
acting on protests from the Na- 
tional Retail Merchants Associa- 
tion and the American Retail Fed- 
eration, told Railway Express to 
hold up on the new rates for seven 
months. 

In another action, ICC re- 
affirmed recently its refusal to al- 
low a 3% per cent rise in all Rail- 
way Express rates, and the firm 
asked that the request be with- 
drawn. 


Census Bureau duns for 
1958 business forms 


Businessmen who delay return- 
ing to the government forms for 
the 1958 census of business are 
getting a friendly reminder from 
the government—the law requires 
that they be filled in completely 
and accurately and be returned 
promptly. 

So far, the U. S. Census Bureau 
is taking a soft-pedal approach. 
Reminder notices are being sent 
to foot-dragging businessmen who 
have not yet returned the forms. 

But lurking behind the gentle 
persuasion is the fact that firms 
who fail to file the forms, do not 
fill them out completely or will- 
fully make errors, can be subject 
to stiff fines and even jail sen- 
tences. 


Hiring handicapped may 
merit extra tax break 


Handicapped workers would 
rate their bosses an extra tax de- 
duction under legislation now 
pending in Congress. 

Rep. Charles E. Chamberlain 
(R., Mich.) is sponsoring a mea- 
sure to permit an employer who 
hires handicapped workers to de- 
duct 20 per cent of each such 
worker’s annual salary as a busi- 
ness expense. This, the sponsor 
says, would provide an incentive 
to restore many physically-handi- 
capped workers to a self-support- 
ing position. 
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Coming Events 


MA Y 


1-10—Costume Jewelry Board of 
Trade of New York, Gov. Clinton 
Hotel. 

2-4—-New York State RJA 50th an- 
nual convention, Utica. 

2-10—Manufacturing Jewelers 
Sales Association show, Sheraton Bilt- 
more Hotel, Providence. 

2-10—United Jewelry Show (fall), 
Sheraton Biltmore Hotel, Providence. 

2-18— Paris International Trade 
Fair, Paris, France. 

3-5—Virginia and North Carolina 
RJA joint annual convention, Hotel 
Roanoke, Roanoke, Va. 

5-22 — Tokyo International Trade 
Fair, Tokyo, Japan. 

8-19—U. S. World Trade Fair, Coli- 
seum, New York. 

11-14—Industrial Diamond Associa- 
tion of America annual convention, 
ne Lodge, Williamsburg, 

a 


17-18 — Maryland - Delaware - Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Washington. 

17-22—-New York Stationery Show, 
Hotel New Yorker. 

30-31—Watch Material Distributors 
Association of America annual con- 
vention, Drake Hotel, Chicago. 
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3-5 — National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

5-7—Texas Watchmakers’ Associa- 
tion annual convention, San Antonio. 

9-10—Educational Jewelry Manu- 
facturers’ Association annual conven- 
tion, New York. 

13-14—Louisiana Horological Asso- 
ciation annual convention, Alexandria. 

15-26—15th Floor Decorative <Ac- 
cessories Show, Merchant Mart, Chi- 


cago. 

21-22— Vermont Retail Jewelers 
Association annual convention, The 
Lodge, Stowe. 

28-29—-New Hampshire Retail Jew- 
elers Association annual convention, 
Lake Tarleton Club, Pike. 

28-July 3— New York Lamp and 
Homefurnishing Accessories Show, 
Hotel New Yorker and Trade Show 
Building. 
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12-13—Mississippi Retail Jewelers 
Association annual convention, Buena 
Vista Hotel, Biloxi. 

12-15—Cincinnati Gift Show, Neth- 
erland Hilton Hotel. 

19-22—-W ashington Gift Show, 
Hotel Willard. 

19-22—-Southern Jewelry Travelers 
Association annual convention and 
os Henry Grady Hotel, Atlanta, 

a. 


19-21— Southern Jewelry Show, 
Henry Grady Hotel, Atlanta, Ga. 

19-22 — Southeastern China, Glass 
and Gift Market, Biltmore Hotel and 
Municipal Auditorium, Atlanta, Ga. 

19-23—Retail Jewelers of America, 
Inc., Chicago convention and trade 
show, Morrison Hotel. 

26-29—Indianapolis Gift Show, 
Hotel Claypool. 

26-29—Carolina Jewelry and Gift 
Mart, Radio Center, Charlotte, N. C. 

26-31—California Gift Show, Brack 
Shops, Merchandise Mart, Biltmore 
and Ambassador Hotels, Los Angeles. 


AUGUST 


2-5—San Francisco China, Glass, 
Gift and Jewelry Show, Brooks Hall, 
Sheraton- Palace and St. Francis 
Hotels and Western Merchandise 
Mart. 

2-5—7l1st National Association of 
Variety Stores Chicago Merchandise 
Show, LaSalle Hotel. 

2-5—Buffalo Gift Show, Hotel Stat- 
ler Hilton. 

2-13—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

2-14— Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9-12—-Portland Gift Show, Public 
Auditorium, Benson and Plaza Hotels. 

9-13—Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 

15-17—North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 

16-19—Pittsburgh Gift Show, Penn- 
Sheraton Hotel. 

16-19—Seattle Gift Show, Civic Au- 
ditorium, Olympic and New Washing- 
ton Hotels and Terminal Sales Build- 
ing. 

23-25—Spokane Gift Show, Daven- 
port Hotel. 

23-28—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 


ing. 

30-Sept. 1—California Retail Jewel- 
ers Association annual convention, 
Statler Hotel, Los Angeles. 

30-Sept. 2— Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 

30-Sept 2—Ohio State Gift Show, 
Hotel Deshler-Hilton, Columbus. 
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5—Tola Tumbleweeds annual con- 
vention, Hotel Adolphus, Dallas, Tex. 
5—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 


las. 

5-9—Allied Gift & Jewelry Show 
(fall), Hotel Adolphus, Dallas. 

6-7—Ohio Retail Jewelers Associa- 
tion annual convention, Cleveland. 

6-10 — Detroit Gift Show, Hotels 
Statler-Sheraton and Cadillac. 

13-16—Cleveland Gift Show, Hotel 
Statler-Hilton. 

13-17 — Boston Gift Show, Hotel 
Statler and First Corps Armory. 

19-20 — Horological Association of 
Iowa annual convention, Roosevelt 
Hotel, Cedar Rapids. 

19-20—Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

19-20—Iowa Retail Jewelers Associ- 
ation annual convention, Hotel Roose- 
velt, Cedar Rapids. 

20-23—Denver Gift & Jewelry Show 
(fall), Hotel Albany. 
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Sample entries show 
how to keep this simple record. 


Designed Especially for JEWELERS 


You'll see where to cut costs, where your 
best profit opportunities are, when you 
keep your business and tax records in 
this easy “do-it-yourself” book. No 
bookkeeping experience needed. Especi- 
ally designed for jewelers and watch- 
repairers. Used in thousands of jewelry 
stores. From America’s largest publish- 
ers of simplified bookkeeping systems. 
Recommended by bankers and account- 
ants. Order from your stationer, $3.50 
and up. If he doesn’t stock, write for 
full information to The IDEAL SYSTEM 
Company, 2437 West Pico Blvd., Los 
Angeles 6, California. 
Now at most Stationers 
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Encrusting over a quarter century 
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FAST 


s The Jewelers Fraternal Association 
held its 44th annual meeting Mar. 25 
at the Hotel Astor in New York. The 
board of governors nominated all 
present officers for reelection. They 
are: Henry Edinger, president; Louis 
Baltes, vice-president; C. A. Parker, 
secretary-treasurer. Governors who 
will serve one-year terms are Jesse 
Block, Steve Lucas and Al Betz. Two- 
year governorships will be served by 
Theodore Coords and John Tonry. 

= Sol Schwartz, vice-president of 
Coro, Inc., was guest of honor Apr. 15 


| at a costume jewelry division fund- 


raising luncheon for the Joint Defense 
Appeal, at the Sheraton-McAlpin 
Hotel in New York. Murry M. Rothen- 
berg of Monet Jewelers is division 
chairman. 

= Tom Tessler has been named gen- 
eral sales manager for Star Jewelry 
Co., large New York firm. He will 


_ also continue to represent the firm in 


Philadelphia, Baltimore and Washing- 
ton. 
# Annual meeting of the Maiden Lane 


| Outing Club was held at the Hotel 


Astor in New York Mar. 25. Ray V. 
Lawrence of JC-K was elected presi- 
dent of the Club; other officers: Erwin 
B. Kartzmer of Stern & Stern, Inc., 
vice-president, and Joseph H. Fryer, 


_Jr., secretary-treasurer. Highlights of 


the past Club year were reviewed. 
Most noteworthy event: the annual 
winter dinner Mar. 3 at the Grand 
Street Boys Club, for which 140 mem- 
bers turned out. Next social event is 
the annual outing, scheduled this year 
for June 20 at the Dellwood Country 
Club, New City, N. Y. 

s Nanasi Co., New York maker of 
Mayfair watches, has moved from 11 
E. 48th St. to more modern quarters 
at 184 Fifth Ave. 

s Erwin Pearl, New York maker of 
gold and platinum jewelry, moved re- 
cently from 580 Fifth Ave. to larger 
office and factory quarters at 5 E. 
47th St. 

s Officers and directors of Swank, 
Inc., were named at a meeting Mar. 
24 at the watch attachment firm’s 
headquarters in Attleboro, Mass. They 
are: Sam Sampson, chairman of the 
board; Marshall Tulin, president; 
Samuel M. Stone, Maurice L. Heller, 
Leon J. Biagi, John J. McCarte, Wil- 
liam H. Lally and George J. Kelley, 
all vice-presidents. 

« The Jewelers 24 Karat Association 
of Western New York held its regular 
meeting Mar. 31 at the Hotel Lafay- 
ette in Buffalo. President Grace M. 
Massman thanked members for mak- 
ing the St. Patrick’s Day party so 
successful an event. 

es F. & F. Felger, ring manufacturer 
in Newark, N. J., recently named 
these officers for 1959: Martin V. B. 


Stone, president; Thomas J. Tierney, 
Jr., vice-president; Mary B. Reheis, 
secretary; Loraine V. Geiser, trea- 
surer. 

# Landers, Frary & Clark, maker of 
Universal household helps in New 
Britain, Conn., elected two new direc- 
tors at the firm’s annual stockholders’ 
meeting Mar. 26. These two are 
Charles G. Beavers, Jr., president of 
a Pennsylvania tool firm, and Clarke 
Simonds, partner in G. H. Walker 
Co. in Providence. 

s Irving L. Weiner has left Berwin 
Jewelry Co., New York distributor of 
Anson, Inc., products. 

ws George A. York, jeweler in Auburn, 
N. Y., has purchased Bobbett Jewelry 
in Skanateles, N. Y. Acquisition will 
be managed by Thomas Rose. 

« Phil S. Khalaf, owner of De-Cor 
Jewelry Co. in New York, moved May 
1 to new, larger quarters at 62 W. 
47th St., Room 507. Quarters contain 
firm’s factory, office and showroom. 
Phil H. Kanow has been named sales 
manager. A new representative, Pat 
Bykoff, will cover De-Cor sales in the 
South and West. 

= Mrs. Celia Barel has succeeded her 
late husband as president of Bridal 
Ring Co., New York firm now located 
at enlarged quarters at 88-06 Van 
Wyck Expressway, Jamaica, L. L., 
N. Y. Other officers: Alvin E. Han- 
din, vice-president; Everett Barel, 
secretary-treasurer. 

= Myer Barr, president of Barr’s 
Jewelers & Silversmiths, nine - store, 
Philadelphia - based credit jewelry 
firm, continues to serve as president 
of the Philadelphia Retail Jewelers 
Association. He also holds director- 
ships in the Philadelphia Merchants 
Association, Chestnut Street Mer- 
chants Association and Philadelphia 
Retail Credit Bureau. 

» C. Fred Muth, jeweler in Jenkin- 
town, Pa., recently organized the 
Philadelphia Lapidary Society. The 
36-member group meets at the Acad- 
emy of Natural Sciences in Philadel- 
phia, has already purchased 12 pieces 
of gem-cutting and grading equip- 
ment. Most of the members are ama- 
teur gemologists; a few jewelers also 
attend the weekly sessions. 

= Jim Bridges has rejoined Wyler 
Watch Co. as New England repre- 
sentative. Bridges had represented 
the firm for some three years, then 
had left for a year. 

ws Michael and Rose Fina, owners of 
Michael C. Fina Co. in New York, 
were hosts Mar. 9 at their Forest 
Hills, L. I., home to 75 members of the 
Golden Circle Club of New York, of 
which Fina is a member. Chairman 
of the entertainment committee was 
Arthur J. Tuveri, New York repre- 
sentative for JC-K. 
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e Andrew Kostecka, a supervisor for 
Krementz & Co., Newark, N. J., jew- 
elry maker, is a candidate for mayor 
of Bloomfield, N. J. 


NEW 


s» The Diamond Peacock Club held 
its 14th annual dinner-dance at the 
Hotel Somerset, Boston, Apr. 18. 
Ruby Newman’s orchestra played. 

s The annual banquet and awarding 
of prizes to winning teams and indi- 
vidual bowlers of the Boston Jewel- 
ers Bowling League will take place 
in the Irish Room of the Madison 
Hotel, May 9. 

# Gordon Brothers, 38 Bromfield St., 
Boston, recently purchased the bal- 
ance of inventory of I. Slohm Co., 
jobbers, of Elmira, N. Y., and of- 
fered it for sale to New England 
customers. 

# The Horological Society of Massa- 
chusetts met Apr. 21. Society has 
added three new members: Charles 
A. Simms, Reading; Werner 4G. 
Eckstein, Medford; and Austin L. 
Ahearn, Cohasset. 

= Members of the New England 
Guild, American Gem Society, met at 
the Hotel Commander in Cambridge, 
Apr. 9, heard Dr. Frederick H. Pough, 
Ph.D., consulting mineralogist and 
former curator of the Metropolitan 
Museum in New York. His subject: 
“Synthetics.” 

# Gordon Brothers, 38 Bromfield St., 
Boston, is liquidating the stock of J. 
M. Clawson, Pottsville, Pa. Claw- 
son is retiring from the jewelry busi- 
ness. 

es Waltham Precision Instrument 
Co., which took over the old Waltham 
Watch Co. plant in Waltham, Mass., 
and which has been producing air- 
craft clocks, gyroscopes, precision 
parts, and electronic and electro-me- 
chanical instruments, has received an 
Army Ordnance contract for $1,400,- 
000 for a new type of fuse. This 
brings Waltham Precision’s backlog 
to $3,600,000. 

es Gomez Jewelers of Holyoke, Mass., 
has moved into a new modern store 
at 368 High St. 

s John Skidmore of Cormiers Jewel- 
ers, Spencer, Mass., has just com- 
pleted the course which Hamilton 
Watch Co. offers on its electric watch. 
= Henry F. Douglass, jeweler form- 
erly located at 389 Middlesex St., 
Lowell, Mass., has moved to a more 
central location at 15 John St. 

# Ross Simons Jewelry in Providence, 
R. I., has planned an early opening 
of a new outlet in Attleboro, Mass. 
Robert L. Potter, connected with 
Simons for many years, will be man- 
ager of the new store. 

# Richard T. Marshall, 
Jewelers Building, Boston, 


902 
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2 Louis O. Trilsch, treasurer and 
managing director of Oscar Trilsch 
Co., New York maker of jewelry 
boxes, died Mar. 31, 1959. 


ENGLAND 


modeled and has enlarged its diamond 
department. 

e Foleo Jewelers moved _ recently 
from 1087 Acushnet Ave., New Bed- 
ford, Mass., to a new larger store at 
1064 Acushnet Ave., where, accord- 
ing to Owner Arthur G. Folco, “We 
have installed the biggest electric sign 
on the South Shore.” 

s Ernest A. Gravellese, jeweler, has 
moved from his Province Street loca- 
tion to a new, larger store at 61 
Bromfield St., Boston. 

ws Frederic A. Kunz, Jr., formerly as- 
sociated with his father in Frederic 
A. Kunz & Son, 705 Washington 
Building, Boston, is now in Florida, 
was recently named manager of the 
Duval Jewelry Store, Deland, Fla. 

s George McGovern, erstwhile sales- 
man with Alfred F. DeScenza & Son. 
Inc., 609 Washington Building, Bos- 
ton, is back with the firm after two 
years in the U. S. Army. 

= Josephine Festa, secretary with J. 
and S. S. DeYoung Co., 517 Washing- 
ton Building, was married Apr. 12. 

s Wilcort Jewelers in Stoughton, 
Mass., was closed out at auction in 
March. 

ws Henry F. Munzey, at 413 Cam- 
bridge St., Cambridge, Mass., was 
closed out at auction, Mar. 31. 

ws Joseph Stone, one-time jeweler in 
Boston and Worcester, Mass., is now 
operating Fulginiti Co., Room 306, 
Jewelers Building, Boston. 

= Members of the Thirty Club, so- 
cial-stag club of Greater Boston jewel- 
ers, broke with tradition Mar. 28, held 
its first ladies-invited dinner-dance, 
at the Hotel Kenmore in Boston. 

=» Durand B. Blatz, assistant treas- 
urer and controller of International 
Silver Co., and Duncan Bruce, Jr., 
secretary-treasurer of Wallace Silver- 
smiths, have been elected to member- 
ship in the Controllers Institute of 
America. 

es J. A. Silver Co. has opened in new, 
larger quarters at 181 College St., 
New Haven, Conn. 

ws Latham Co. in Darien, Conn., has 
been named Westchester and New 
England representative for Asso- 
ciated Silversmiths, Inc., New York 
maker of Kings Quality Pewter and 
Sterling Novelty items. 

s Edward Gare, Sr., 92, who was as- 
sociated with the jewelry business in 
Northampton, Mass., for more than 
three-quarters of a century, died Mar. 
12. He started with B. E. Cook & 
Son Jewelers in Northampton in 1883, 
later founded E. J. Gare & Son. 
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IS YOUR 
BUSINESS 
SKIDDING ? 


lf it is, because of stiffer competition, 
lack of ready cash, or need for promotions 
that are designed to stimulate sales, Brill 
& Colmes can show you how to get it 
on its feet financially to help you con- 
tinue in business. 

Should you need money fast, through a 
liquidation, retail or auction sale—or just 
want to sell out for spot cash, we can 
plan that too for you right now 

Over 35 years’ successful experience with 
jewelers coast to coast. 


Write * Wire * Phone Collect 
No Obligation «+ in Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 





Auctioneers and Sales Specialists 
45 West 45th St., N.Y. 36, JU 6-2334 
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Sold only direct to Retailers 
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WHOLESALE 
JEWELRY 
SALESMEN 


We have openings for two top-flight, 
experienced, wholesale jewelry sales- 
men, to call on retail jewelry stores 
in (1) lowa, Northern Wisconsin and 
upper Michigan, and (2) Minnesota 
and the Dakotas. Commission basis; 
drawing account. Wonderful oppor- 
tunity with AAA-1 house. 


The finest and most complete line 
in the trade—jewelry, watches, dia- 
monds and mountings, clocks, silver- 
ware, novelties and appliances. Lib- 
eral commissions. Our big catalog 
“The 1959 Becken Book” brings in 
mail order business between calls. 
Travel about 40 weeks a year. 


In your reply, tell us about yourself, 
your experience, and background, 
and enclose a late snapshot. Also, 
tell us the approximate volume you 
did, the make and model of your 
car, and whether or not you have 
been bonded. 


These two territories are estab- 
lished, and have been traveled regu- 
larly. All replies will be held strictly 
confidential. 


Address: The President 
A. C. Becken Co. 
P. 0. Box | 
Chicago 90, Ill. 























Find the job you want, 


the help you need, 
In the classified 
section on page 157 


of the 
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= The 63 members who attended the 
Chicago Jewelers Association lunch- 
eon Mar. 19 were treated to an in- 
teresting exercise in hypnotism. 
Edwin L. Baron, who once placed a 
woman in a 23-day trance, worked on 
a dozen members, made them kill 
imaginary ants, laugh at non-existent 
movies. Members later claimed they 


_ were only acting. 


a M. F. Grill has purchased the 125- 
year-old jewelry store of Robert R. 
PRicksecker in Dover, Ohio. Grill, an 
Uhrichsville, Ohio, jeweler for 12 
years, will be joined by his brother 
John in the business. 

s Kincaid Jewelry recently opened in 


| the Stow-Kent Plaza, Stow, Ohio. Ray 


Kincaid is owner. 
« Katherine B. Lance, co-owner and 
president of S & B Millinery & Jew- 


_elry Co. in Toledo, served as a con- 


sultant Mar. 14 at a resources con- 


| ference of the Federation of Business 
| and Professional Women’s Clubs. 


es I. William Nusbaum has been 
elected president and treasurer of 
Nusbaum Jewelers in Canton, Ohio. 
He succeeds his father, M. J. Nus- 
baum, who died Jan. 18. 

s Eugene Tenting has bought Straub 


_ Jewelers, Inc., Public Square, Belle- 


ville, Ill. Tenting previously was 
manager of Harry Liberstein Jewelers 
in East St. Louis. Tenting’s new em- 
ployees are Leroy Haas and Marga- 
ret Briner. 

#» Louis Vogel, Chicago maker of 
“Divine” rings, recently moved his 
offices from 6 E. Monroe St. to 5 N. 
Wabash Ave. 

= George Beattie, Inc., Cleveland 
diamond merchant and designer and 
maker of jewelry for 41 years, has 


| closed. Owner Mrs. George Beattie, a 


certified gemologist of the American 
Gem Society, plans to give lectures on 
precious stones. 

ws Ray Mackie, owner of A. E. Mackie 


| & Son Jewelers in Sault St. Marie, 


Mich., has purchased the Jewel Shop 
in Kalamazoo, Mich., from William J. 
Reuba. Mackie has moved to Kala- 


- mazoo to operate his new acquisition. 


« The Cornwall Corp., Boston maker 
of Thermo Tray electric food servers, 
has named Lang, Holland Scott & 
Magee in Chicago, and Seymour A. 
Robinson in Minneapolis sales repre- 
sentatives in those areas. 

s Leonard Grzemkowski will move 
his Leonard’s Jewelry and Gift Shop 
into the erstwhile Farmers and Mer- 
chants State Bank Building on W. 
Madison St. in Waterloo, Wis. 
Grzemkowski bought the Bank Build- 
ing recently, plans occupancy, after 
remodeling, on June 1. 

# An attempt to give Indiana a new 
system of price maintenance failed 
last month, as Gov. Harold W. Hand- 
ley vetoed a bill designed to replace 
the state’s disabled fair trade law. 


WEST 


Rejection of the measure followed its 
overwhelming approval in both houses 
of the Indiana General Assembly. The 
law, said Governor Handley ada- 
mantly, “would inevitably stifle com- 
petition and result in higher prices 
for the consumer.” 

= William Osterman of Osterman & 
Levy in Toledo was elected to a third 
term as president of the Toledo Jew- 
elers Association at a recent annual 
dinner. Other 1959 officers: August 
Neumann of Neumann Bros. Jew- 
elers, vice-president; Jerry Silverblatt 
of Berry Jewelers, secretary; Robert 
Armstrong, Jr., of Armstrong Watch 
& Diamond Co., treasurer. 

= Koehmstedt the Jeweler has moved 
into the new Oswalt Building at 617 
E. Grand Ave., Beloit, Wis. Koehm- 
stedt specializes in scientific watch 
and clock repairing. 

es Lucas Herzwurm is celebrating his 
65th year as watch repairman at 
Kucuk’s Jewelry in Shawno, Wis. 
Store is town’s oldest. 

es James N. Heldman of A. G. 
Schwab & Sons, Inc., was elected 
president recently of the Cincinnati 
Wholesale and Manufacturing Jewel- 
ers Association. Other officers-elect: 
Victor Youkilis, vice-president; John 
G. Schwab, secretary; Joseph Haas, 
treasurer. 

es Josten Manufacturing Co., Owa- 
tonna, Minn., has bought George 
Spies Industries, Inc., Chicago. Spies 
produces scholastic jewelry and spe- 
cialized engraving products, has 
plants in Chicago and Princeton, III. 
Spies will be operated as a wholly- 
owned division of Jostens; George 
Spies will continue to direct sales. 
=e The Jewelers’ Association of 
Greater Chicago will install new of- 
ficers at its convention at Brown’s 
Lake Resort, May 12-15. 

m Edwards & Co., Ine., wholesale 
jewelry firm in Kansas City, Mo., 
since 1886, has been purchased by 
Jack Montgomery from his brother 
Mead. Jack has moved the firm to his 
home at 549 W. 50th St., Kansas City, 
will confine inventory to diamonds 
and rings. 

# Curtis J. Duncan, 85, pioneer busi- 
nessman and jeweler in Massilon, 
Ohio, died Mar. 15. 

» Clarence J. Williams, 71, president 
of Williams Jewelry & Manufactur- 
ing Co., in Chicago, died Mar. 16. 
Business was founded in 1884 by 
Andrew Williams, who was succeeded 
in 1904 by Clarence J. Latter’s son 
continues the firm. 

= Howard Feltenberg, jeweler at 629 
E. 103rd St., Rosemoor, died Mar. 26. 
He had operated a store since 1926. 
ws Meyer J. Hatowski, former partner 
in Boas Sons, Ltd., 55 E. Washington 
St., Chicago, died in February during 
a visit to Israel. He was a leader in 
the Combined Jewish Appeal. 
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a Officers for 1959 of the North Caro- 
lina Watchmakers and Jewelers Guild 
are: George Isenhour, president; H. 
Keith Mullins, secretary-treasurer; 
Billy Burke, vice-president. 

=» Sam A. Ward, Macon, Ga., jeweler, 
has purchased Lester Eisner Jewelry 
Co., at 478 Cherry St. Firm will op- 
erate as Sam Ward Jewelers, Inc. 
es Joseph S. Moran, professor of 
English at the University of Chat- 
tanooga and well-known amateur 
jewelry designer, is now teaching a 
10-week course in creative jewelry 
making at the Warner Park Art Shop 
in Chattanooga. Classes are held 
each Tuesday night at 7:30. 

s Milas Vasser and Theodore Thomas 
have purchased Aron’s Jewelry at 
102 Washington St., Huntsville, Ala., 
from J. B. Hill & Son. 

es Oscar F. Barnett will open his 
third jewelry store, in the new Robert 
Meyer Hotel in Jacksonville, Fla. 
Store will be managed by Mrs. D. L. 
McCoy and Adger Landreth. 

# Woodrow Mangum, watchmaker 
for 10 vears with Barry’s Jewelers in 
Rock Hill, S. C., has opened his own 
watch repair shop, at 611 Forest 
Lane, Rock Hill. 

s Jewelers in Pinellas County, Fla. 
(near St. Petersburg), have organ- 
ized to promote a code of ethics and 
to reduce “some of what we feel is 
misleading and fraudulent advertis- 
ing,’ says Vice-President Charles J. 
Kaniss. “There is quite a bit of that 
kind of advertising going on in this 
area.” The group, which calls itself 
the Pinellas County Retail Jewelers 
Association, will work with Federal 
Trade Commission rules as they affect 
the jewelry industry. Officers, besides 
Kaniss: Leon D. Shavalan, president; 
Samuel E. Owen, secretary. 

# Ben Sanford, long-time watch- 
maker and watchmaking teacher, has 
purchased the Ocala, Fla., store owned 
by Mrs. E. M. Horton at 119 E. Silver 
Springs Blvd. Store name is now 
Sanford Jewelers, Inc. 

ws Sheridan Jewelry Co., southern 
jewelry chain firm, has opened Theo- 
dore Nye, Jeweler, in Prince Georges 
Plaza, Hyattsville, Md. 


we) 


ws Zale Jewelry Co. opened its third 
Houston, Tex., store in April. It is 
the 45th Zale store in Texas (chain 
now has 122 operative branches). It 
is located at 8806 Jensen Drive, in 
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SOUTH 


a Larry Perrine, Jeweler, 4810 Har- 
ford Rd., Baltimore, is going out of 
business. 

= J. Reeves Cole, owner of a jewelry 


store in Monroe, Ga., his son J. F. | 
Cole and his brother Robert Cole have | 


purchased Moore’s Jewelry in Carroll- 
ton, Ga. J. F. Cole will manage the 
store. 

« E. T. Baker has retired from The 
Stieff Co. in Baltimore, Md., after 
30 years of service. 

a The 15 autonomous local guilds of 
the Florida State Watchmakers As- 
sociation are working on a plan to 
unify as one, with common dues and 
membership requirements. 

s Jack Bedrosian, jewelry salesman 
with Woodward & Lathrop in Wash- 
ington, D. C., has been awarded the 
Diamond Certificate of the Gemo- 
logical Institute of America for com- 
pletion of that group’s diamond 
training program. 

«» John M. Wise, Baltimore, Md., 
jeweler and gemologist at 108 W. 
Fayette St., is presenting a five- 
lecture course for jewelers and other 
interested persons on “Gems.” 

= Wilson, newest jewelry store in 
Moultrie, Ga., was opened recently by 
Mr. and Mrs. Romie Wilson. Store is 
located next to Woolworth’s. 


=» Plans for the 1959 convention of | 


the Louisiana Horological Association 
were mapped recently at a meeting of 
the group’s board of directors at the 
Bentley Hotel in Alexandria. Conven- 
tion will be held at the Bentley Hotel 
June 13-14. Several prominent in- 
dustry speakers have accepted invita- 
tions to appear. There will be socially 
a dance, cocktail party and buffet 
supper. 

=» Thomas Earnheart, 92, prominent 


retired jeweler in Collierville, Tenn., | 


died Mar. 31. 
es J. A. Pipkin, 96, jeweler in War- 


renton, N. C., for 41 years, died Mar. | 


15. 


= George Edgar Patton, 84, jeweler | 


in Morganton, N. C., for 46 years, 
died Mar. 28. 

s Frederick J. Vaeth, Sr., 73, jewelry 
salesman for S. & N. Katz in Balti- 
more for 56 years, died Apr. 5. 


SOUTHWEST Ul 


quarters formerly occupied by Mazow 
Jewelers. Zale veteran Lew Rodis is 
manager, Sam Tinterow his assistant. 


= Maurice Tavel, 66, founder and 
chairman of the board of Tavel 
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The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 
combination clips 
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. 562 5th Ave.. N. Y. 36, N. Y. @ Circle 7-2610 





See Classified 
Ads on 
Page 157 














Complete Memorandum ser- 
vice to all accredited jewel- 


ors. = World famous importers 
of rough and polished 


“GEMS 


Black Opal @ Ruby 
Star Sapphire ® Emerald 
Natural JADE © Cats Eye 

. 
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Lapidary 
Repair Service 


Opal Cultured Pearls 
Amethyst Aquamarine 
Topaz Tourmaline 


PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New York 














IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
New Orleans is a “ready mar- 
ket’. Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for — | 
ia- 


Jewelry, Watches, Platinum, 


monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. | 


Ref: Dun & Bradstreet; Whitney National 
Benk, Morgan Branch, New Orleans, Lae. 


Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


114 Baronne 


Street 
New Orleans 12, Le. 
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Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 
FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N. Y. 
AL. 4-0104 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bene China 
MASON’S Ironstone Ware BELLEEK China 


129 Fifth Avenue, New York 3, N. Y. 








WEDGWOOD 
1759-1959 


Bone China Dinnerware, 
Jasper and Biack 


ueen's Ware 
asalt 


662 Mission Street, San Francisce 5, Colif. 
24 East S4th Street, New York 22, New York 
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Jewelers, Inc., in Houston, died Mar. 
29. He was a past master of Monu- 
ment Masonic Lodge. 

s J. Warren Robinson has become as- 
sociated with Moore and DeGrazier 
Co., wholesaler of diamonds and fine 
jewelry in Dallas, Tex. 

= L. Lechenger, Jeweler, has leased 
space in the new Tanglewood Shop- 
ping Center, Houston, Tex. 

= B. B. Crowder has closed his jew- 
elry store at 515 W. Jefferson Blvd., 
to assist in his father’s store at 
Taylor, Tex. 

s Higgason Jewelers has leased space 
in the new Pasadena Shopping Cen- 
ter, now under construction in 
Houston, Tex. 

s Lear Watch and Clock Service, 
1113 S. Beckley St., Dallas, Tex., has 
been appointed an authorized service 
station by Westclox for all Westclox 
clocks and watches. 

= Bob Cole, whose store was de- 
stroyed by fire last October, has re- 
established it as Sinton Jewelry Co., 
Sinton, Il. 

= Pruett Jewelers in Tyler, Tex., has 
consolidated all activities in its Wein- 
garten Shopping Center store, at 2123 
S. Broadway. 

es John C. Precour has opened Thrift 


_ Jewelers at 215 N. Broadway, Tyler, 


Tex. 
s Myron Everts, president of Arthur 
A. Everts Jewelers, Dallas, Tex., was 


co-chairman recently of a _ six-week 


program to stimulate good salesman- 
ship, organized for the Dallas Sales 
Executive Club and the Retail Mer- 
chants Association. Program gave 
recognition to retail personnel for 
outstanding personal salesmanship. 
s A conference on “Jewelry Store 
Management and Operation” is being 
planned for spring at the University 
of Oklahoma, according to Robert J. 
McCurley, secretary of the Oklahoma 
Retail Jewelers Association. 

=» Raul Gomez, president of the San 
Antonio Watchmakers’ Association 
and treasurer of the Texas Watch- 
makers Association, is chairman of 
the 12th annual convention of the 
Texas Watchmakers Association, 
scheduled for June 5-7 at the Hilton 
Hotel in San Antonio. Committee 
chairmen: master of ceremonies, Art 
Greenwood; program, Jack Bond; 


_ hospitality, Kurt Olsen; door prizes, 


Vernon Mitchell; publicity, Bill Hat- 
field. 

# The Oklahoma City Watchmakers 
Guild has announced this spring-sum- 
mer schedule of lectures: May 28— 
Business through Banking; June 25— 
Salesmanship; July 23 — program 
from Better Business Bureau. All 
meetings are held at the YMCA at 7 
p.m. 

= Emil F. Burger, representative of 
Harry & Ben Frackman, Inc., and 
Rings of Memory Co., was recently 
presented an advertising award by 
Tola Tumbleweeds, Southwestern 
Gift & Jewelry Traveling Men’s As- 
sociation, for “having made the 
greatest contribution toward success 


of the Tola Tumbleweeds Buyers 
Guide and Salesmen’s Directory, of- 
ficial publication of the association.” 
Burger is Tola’s_ vice-president. 
Award was presented by Norman 
Teguns, Bulova Watch Co. represen- 
tative and Tola past president. 

e B. C. Clark, Sr., of B. C. Clark 
Jewelers, Oklahoma City, Okla., was 
guest of honor recently at a surprise 
90th birthday dinner given by the 
firm’s employees. Employees pledged 
to build a prayer chapel at Devil’s 
Canyon, Methodist church campsite 
near Hinton, Okla., which has been a 
pet project of Active Methodist 
Clark’s for several years. It will be 
known as the B. C. Clark Prayer 
Chapel. 

s Monte Thompson, Jeweler, recently 
opened at 5655 S. Pennsylvania Ave. 
in Oklahoma City. New shop is lo- 
cated in the Smith-Grider Shopping 
center. 

s A watch repair shop has been 
opened in the Irby Drug store in 
Maud, Okla., by Gerald Allen. Allen 
is a recent graduate of Southwestern 
State College School of Watchmaking 
at Weatherford, Okla., is now a mem- 
ber of the United Horological Asso- 
ciation of America. 

ws Edwin C. Mueller, 57, owner of 
Mueller Jewelry Co. in Corsicana, 
Tex., died recently. Mr. Mueller had 
been in the jewelry business in Corsi- 
cana for 25 years. 

s Gordon Jewelry Co., Houston-based 
jewelry chain, is getting ready to 
open a new store at Fifth and Main 
Sts., Pine Bluff, Ark. Building which 
has been purchased will be thoroughly 
remodeled. 

ws Joseph L. Hecht, owner of Hecht’s 
Jewelers in Tulsa, Okla., has been 
elected a vice-president the Wards 
Corner Business and Professional As- 
sociation. 

= George L. Goldman of Goldman 
Jewelry Co. in Kansas City, Mo., was 
honored recently as one of three out- 
standing civilians in the country, by 
the Fleet Reserve Association, na- 
tional group of former and present 
enlisted personnel in the Navy and 
Marines. Other awards went to a 
Congressman and an admiral. 

= Malone’s Jewelry and Lapidary 
Supplies has opened at 2323 E. 
Willamette Ave., Colorado Springs, 
Colo. 

= Troy Rowe, manager of Guy W. 
Settle Jewelry at 522 S. Main St., 
Tulsa, Okla., recently attended a 
three-day refresher course in diamond 
grading, conducted by C. A. Kiger 
Co., Kansas City, Mo. 

=» A. C. Possin, owner of A. C. Possin 
Co. in Phoenix, Ariz., a firm which 
acts as a manufacturers’ representa- 
tive to retail jewelry stores, has re- 
tired. E. W. Meier, Possin’s son-in- 
law, has formed Meier & Co., Inc., to 
take over Possin’s duties. 

= Arthur Cohen, president of Feder’s 
Jewelers in El Paso, Tex., is enlarg- 
ing his store substantially, is setting 
up a trousseau room for Bridal Con- 
sultant B. Stewart. 
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# Robert Carroll, long-time manager 
of Martin’s Jewelry in Auburn, Calif., 
has purchased the store from Verne 
Martin. 

s New officers of the Washington Re- 
tail Jewelers Association are: Earl 
Dunagan of Dunbar Jewelers, Yak- 
ima, president; Richard Weisfield of 
Weisfield’s, Seattle, first vice-presi- 
dent; Emil Behrman of Kennewick, 
second vice-president; Herbert Bridge 
of Ben Bridge, Jeweler, Seattle, trea- 
surer; and Jerry Cundiff of Glimme & 
Cundiff, Walla Walla, secretary. 

# New officers of the Evergreen 
Ducks, West Coast salesmen’s group, 
are: Robert Gerlach of Portland, pres- 
ident, succeeding Norman Schwartz 
of Van Nuys, Cal.; Lynn Paul of 
Portland, first vice-president; Robert 
M. Johnson of Tacoma, second vice- 
president; Harris Burrow of Seattle, 
secretary-treasurer; and Bruce Stern 
of Seattle, assistant secretary-trea- 
surer. 

= The California Retail Jewelers As- 
sociation has elected Charles A. Por- 
terfield to the board of directors, in 
charge of San Joaquin, Alpine, Ama- 
dor, Calveras, Mono and Toulumne 
Counties. Porterfield has been with 
the jewelry business in the Manteca 
area for 12 years, for the past six 
has operated his own store, at 137 N. 
Maple Ave. Next directors meeting of 
CRJA is scheduled for May 17 at the 
Sheraton-Palace Hotel in San Fran- 
cisco. 
e Mr. 
their 
Bretwood, Cal., 
Rio Vista. Berg’s son, Pat, 
erate the store. 

s Les Selan, manager of Milen’s Jew- 
elry in Hayward, Cal., was recently 
elected treasurer of the Retail Divi- 
sion of the Hayward Chamber of 
Commerce. 

es New officers of the Northern Cali- 
fornia Jewelry Manufacturers Associ- 
ation, all from San Francisco, are: 
Frank E. Buehn of Fred Buehn & 
Co., president; Roger Van Craeynest 
of Van Craeynest & Linzer, vice-presi- 
dent; Frank M. Carrillo, secretary; 
and Richard Stegman of Irvine & 
Jachens, treasurer. 

« The Gem and Mineral Society of 
San Mateo County will be host to the 
state convention of the California Fed- 
eration of Mineralogical Societies at 
the Fiesta Fairgrounds in San Mateo 
June 26-28. Feature of the conven- 
tion will be a show covering.all phases 
of the Federation’s activities, includ- 
ing mineralogy, lapidary and jewelry 
manufacturing. 

= Louis J. Milenbach has been ap- 
pointed a lay fellow of the new Insti- 
tute for Advanced Medical Learning 
at the City of Hope National Medical 
Center near Los Angeles. Institute is 


and Mrs. J. O. Curry have sold 
jewelry store at 647 First St., 
to Edwin J. Berg of 
will op- 
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the first effort for advanced study in 
the biomedical sciences. 
president of Milen’s Jewelers, 


mond. 


s Walter H. Morrison of Morrison’s | 
Jewelers in | 


Manufacturing Retail 


Berkeley, Cal., has named Ralph 


Larock shop manager, Clarence Paul- | 


sen store manager. 


s Morgan & Allen Co., wholesale jew- | 
elry firm at 657 Mission St., San | 
appointed Horace | 


Francisco, has 
Tang to the firm’s inside sales staff. 
Tang was with S. M. Mickelson Co. 
for 18 years. 

» Katsuya Kubo, of Fuji Pearl Co.’s 
San Francisco branch office, has re- 
turned from an extended trip through 
the pearl industry in Japan. 


= Jose Lederer recently retired from | 


Pacific Diamond Co., 657 Mission St., 


San Francisco. He had been a partner | 


in the firm for the past six years. 

= Marcella Fox, who had represented 
Richelieu Pearl for many years in 
San Francisco, has retired. 

= Norbert Moffatt of Tarzana, Cal., 
owner of several jewelry stores in the 


San Fernando Valley, was recently | 
appointed to the State Planning Ad- | 


visory Commission. 

= The Jewelers 24 Karat Club of 
Southern California will elect new 
officers at its installation-dinner dance 
May 12 at the Sportsmen’s Lodge in 
North Hollywood. Co-chairmen of the 
affair are Arthur Ross and Max Wol- 
man. 

= Lew Marker, jeweler in Reseda, 
Cal., retired after 45 years in the 
jewelry business. He opened his first 
jewelry store, in Minneapolis, in 1914. 
= Lawson’s Jewelers, owned by Joe 
Hartstein, has changed its name to 
Hart Jewelers. Store is located at 
16527 Bellflower Blvd., Bellflower, 
Cal. Manager is Frank Sherod. Hart- 
stein also operates Hart Jewelers in 
Downey. Manager of the Downey 
store is S. Partinico. 

s Hamilton Beach Co. has appointed 
Ted C. Eberts district sales manager 
for southern California. 

= Lawrence A. Wellins, former man- 
ager of Zale’s Jewelers in Pomona, 
Cal., has become a partner and man- 
ager of Kirk Jewelers in Riverside. 

es Julian A. Smith, 60, watchmaker 
with Harland Jewelers in Modesto, 
Cal., died recently. He was a native 
of Illinois, had taught a night class 
in lapidary at Modesto Junior Col- 
lege. 

= Gensler-Lee, 63-year-old California | 
jewelry store chain, has opened an- 
other branch, in Marysville, Cal. 
Ralph C. Bee, president, said the new 
store will concentrate particularly on 
wedding and engagement rings, which 
he believes is the future key to jew- 
elry store growth. 





Milenbach is | 
with | 
stores in Oakland, Hayward and Rich- | 





Diawowe 


14K white gold 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND WATCH CASES 
To Fit Name Brand Movements 


DIAMOND WATCH ATTACHMENTS “e ‘ 
LOOSE AND MOUNTED DIAMONDS Ki) ir 


AVAILABLE TO RATED JEWELERS 
ON 3 DAY MEMO. 
State Price Range Desired 
6 


7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN'S 
Watches 


THINNEST WATERPROOFS 
& AUTOMATICS 
* 
A BETTER QUALITY 
1-JEWEL PIN LEVER 


Promotional line in Ladies’ novelty & fashion styles 
Men’s extra thin watches & alarm clocks 


CRYSLE 


WATCH & 
JEWELRY CO. 


PREVENT TARNISH 


with 


“SILVA erystals” 


JUST PLACE JAR 


NEAR SILVER! 
“*Silva-Crystals’’ absorb tarnish ele- 
ments from the air—keep silver bright 
without constant polishing. Harmiess 
to the finest silver—last for years. 
Attractive 3 jar gift container. 
Order one dozen 
now—pay $36.00 
(keystone) ship- 
ped free if check 
accompanies order 


Nationally 
advertised at 


glossies. Extra 
10% advertising 
allowance paid 
— 2 proof of in- 


GREY INDUSTRIES INC. 


Dept. JKA — 19 East 48th Street, New York 17, WN. Y. 














ARTHUR W. FIELD 


MANAGEMENT CONSULTANT 
9591 Random Drive * Anaheim, California 
Specializing in ethical close out sales 
involving $100,000 or more of inventory 


Loose or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 
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JEWELRY, CHINA 
OBJECTS D'ART 


AUC TION 
SERVICE 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 


ing normally $500,000. 
STARTED 1959 OFF WITH 


THREE CLOSE-OUTS 


— uae we waneabens — 


MIGHTY 
MAN 

‘0’ THE 
HAMMER 


AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 





Following is a Press Notice in the Com- 
mercial Mail, Columbia City, Ind.: 


OSBORN STORE AUCTION 
CLOSES, FIXTURES SOLD 


The Osborn Jewelry Store auction has 
been considered highly successful by Mrs. 
Rheuva Osborn. The auction closed Mon- 
day and fixtures were sold. Thomas J. 
Faussett, entertaining and eloquent auc- 
tioneer, revealed another side of his na- 
ture at the closing auction when he asked 
the audience to join in 30 seeonds of 
silent prayer for world peace. He was 
assisted by Jack Dickinson at the auction. 
One of the old and reliable firms in 
Indiana, the store has been in its present 
location for over 50 years. 


EVERY LIQUIDATION 


must appear to the public equally 
as important as it does to the owner 
of the store. We specialize in close- 
outs: Forty years an advertiser with 
this, the oldest jewelry trade journal 
in America. 


THOMAS J. FAUSSETT 
321 FLEMING STREET 
HOWELL, MICHIGAN 

















Personnel 











Flex-Let Corp. has made the follow- 
ing appointments: 

Samson Greiff has been named sales 
manager. He will be in charge of all 
Flex-Let salesmen. He has been with 
Gruen Watch Co. and Longines-Witt- 
nauer Watch Co. 

Sy Diamond has been appointed di- 
visional sales manager for the Los 
Angeles area. He is a former Flex- 
Let salesman. 


Samson Greiff Sy Diamond 


William Schefelbein Herbert Seligman 


William F. Schefelbein has _ been 
named manager of Elgin National 
Watch Co.’s trade material sales de- 
partment. He joined the company in 
1952 as a sales representative. He 
formerly covered the Wisconsin area. 


Herbert Seligman has been ap- 
pointed sales representative of Bulova 
Watch Co., Inc., for portions of 
Florida, Alabama and Georgia. He is 
a vice president of the TOLA Asso- 
ciation. 


Gorham Mfg. Co. has announced the 
following personnel appointments: 

Richard T. Hopcraft has _ been 
named general merchandise manager. 
He formerly was manager of the 
merchandise department. He has 
been with the company since 1940. 

Joseph F. McInerney has _ joined 
Gorham as_ assistant merchandise 
manager. He formerly was with J. 
L. Hudson Co., Detroit department 
store. He has also served as an in- 
structor in retailing at Wayne State 
University. 

Malcolm P. Murphy has been named 
director of marketing research. He 
formerly was with Oneida Ltd. He is 
a graduate of Harvard Business 
School. 


Paul D. Newland Robert F. Wilson 


M. J. Carosielli Harris G. Cohn 


Hamilton Watch Co. has announced 
the following personnel changes: 

Paul D. Newland, formerly director 
of public relations, has been appointed 
director of merchandising. He will 
coordinate and supervise the mer- 
chandising of the company’s watch 
line, including styling and planning. 

Robert F. Wilson will fill the post 
of director of public relations. Wilson 
was manager of dealer clock sales. 

Michael J. Carosielli has been ap- 
pointed southeastern district sales 
manager. His headquarters will be 
in the company’s Lancaster, Pa., of- 
fices. He was assistant to the di- 
rector of sales. 

James Weidman III has been ap- 
pointed assistant to the director of 
sales. He is a former sales repre- 
sentative. 

Harris G. Cohn has been named 
sales representative. He will make 
his headquarters in St. Louis. 

Richard T. Arnold will assume mar- 
keting coordination of Hamilton’s new 
cordless electric clock line. He is 
also director of dealer relations. 

Jean-Pierre Hold has been ap- 
pointed to Hamilton’s marketing divi- 
sion as style and design coordinator. 
He was formerly with Schwab & 
Wuischpard, Inc. 

Robert V. Hartman has been named 
industrial publicity manager in 
Hamilton’s public relations depart- 
ment. <A _ certified watchmaker, he 
has been with the company since 
1940. 


Irving Miller has been appointed 
Midwest sales_ representative by 
Squire, Inc., men’s jewelry manufac- 
turers. He succeeds Jack Adamson. 


Craig D. Munson, Jr. has been ap- 
pointed West Coast representative for 
International Silver Co.’s ecclesiasti- 
cal division. He will also continue 
in his present position of hotel divi- 
sion salesman. Munson has been 
with the company since 1948. 
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Executive Appointments 








R. P. Edwards has been appointed 
manager of advertising and sales 
promotion for Westclox division of 
General Time Corp. Edwards has 
worked in the advertising and 
sales departments of Sunbeam 
Corp. 

H. William Coulthurst has been 
placed in charge of advertising 
and promotion for Speidel Corp., 
Providence, R. I. He will also 
serve as assistant to the chief in 
product development. He replaces 
Harold A. Rosenquist, who died 
recently. Coulthurst is a former 
assistant to the president of An- 
son, Inc., in charge of advertising. 
Erskine N. White, Jr., has been 
named assistant to the president 
of Gorham Manufacturing Co. He 
will be responsible for coordina- 
tion of the firm’s expanded elec- 
tronics division. 

Dr. William Ewart Williams, in- 
ternationally-known physicist and 
recent recipient of the London 
Physical Society’s coveted Duddell 
Medal (for accurate measurement 
techniques and high-resolution 
spectroscopy), has been elected to 
the board of directors of the Bul- 
ova Research and Development 
Laboratories, Inc. 

Edward L. Love, former executive 
vice-president of Chase Manhat- 
tan Bank, and Graham D. Matti- 
son, partner in Dominick & Domi- 
nick, New York law firm, were 
elected to the board of directors 
recently of Gruen Industries, Inc., 
maker of Gruen watches. They 
will respectively become chairman 


Dr. William Williams 
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of the executive committee and 
chairman of the finance commit- 
tee. 

Sinclair Weeks, who resigned in 
November 1958 as Eisenhower’s 
U. S. Secretary of Commerce, has 
been elected chairman of the 
board of Reed & Barton Corp., 
Taunton, Mass. Weeks had re- 
signed as Reed & Barton board 
chairman in 1953 to accept the 
top Commerce post. He was re- 
elected a Reed & Barton director 
in January 1959. 

S. David Leibowitt has _ been 
elected president of New Haven 
Clock & Watch Co., New Haven, 
Conn. Since 1952 he has been gen- 
eral counsel, executive vice-presi- 
dent and a director of New Haven 
Clock. He is a 1936 graduate of 
Harvard Law School, is a Phi 
Beta Kappa from Lehigh Univer- 
sity ('33). 

M. Leonard D’ooge has been ap- 
pointed merchandise manager of 
the Electric Housewares Depart- 
ment of Westinghouse. He joined 
the firm in 1952. 

William J. Ryan, secretary and 
treasurer of Schick, Inc., has been 
named a vice-president of the firm. 
He will continue as_ secretary- 
treasurer, a post he has held since 
1950. 

Hans Weibrecht and Leonard A. 
Roulier have been appointed re- 
spectively general manager and 
national sales manager of Chronos 
Clock Corp., sole U. S. distributor 
of Junghans and Diehl German- 
made clocks. 


Edward L. Love 


R. P. Edwards 


Graham D. Mattison 
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Sylvania radios will be sold to 
credit stores by Golden Shield 


An exclusive brand of radios and 
phonographs will soon be manufac- 
tured by Sylvania Electric Products 
Inc. for distribution by Golden Shield 
Corp. to credit retail jewelers. 

The new line will be called the 
“Golden Shield by Sylvania.” It will 
initially include 12 models starting at 
$49.95 retail. 

The line will be sold exclusively by 
the Golden Shield Corp. directly to 
credit retailers and will be handled by 
the company’s nation-wide sales or- 
ganization. 

Marion E. Pettegrew, senior vice 
president in charge of Sylvania Home 
Electronics, a division of Sylvania 
Electric Products Inc., said that the 
“Golden Shield” models will be com- 
pletely different from  Sylvania’s 
regular line. 

Arthur P. Gould, president of 
Golden Shield Corp., said the first 
models will be available for dealer 
delivery before the fall selling season. 


Beattie lighter box designed 
to tie in with ad illustration 


The new box for Beattie “Jet” 
lighters was designed to tie in with 
the company’s advertising identity. It 
uses an illustration similar to the one 
used in Beattie’s ads. 

The illustration accents the jet- 
flame feature of the lighter. The new 
box also describes the jet-lighter’s 


conventional use for cigars and cig- 
arettes. The other uses of the lighter 
are listed on the side panels. 

The size of the new box is the same 
as the old and will fit into current 
point-of-purchase displays. Every 
lighter is packed in a protective flan- 
nel sleeve and comes with an extra 
flint, cleaner and a brochure on the 
“Care and Feeding of Beattie Jet 
Lighters.” 

Beattie lighters retail from $6.95 
to $49. A catalogue is available. 

Contact Beattie Jet Products, Inc.. 
Dept. 27, 19 E. 48th St., New York. 
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Forstner, Inc., Pat Boone will 
cooperate to produce new line 


The smiling 
face, left, belongs 
to Pat Boone. The 
ident bracelet be- 
longs to Forst- 
ner, Inc. 

Both parties 
recent!y an- 
nounced a_e ¢Co- 
operative plan to 
produce a new 
line of teen-age 
jewelry. 

A national ad- 
vertising cam- 
paign will begin 
prior to distribu- 
tion in July. 


Schick introduces new shaver: 
three speeds, adjustable head 


Schick Inc. recently introduced a 
new three-speed electric razor with 
an adjustable shaving head which, it 
says, provides positive controls over 
both speed and shaving head. 

Under the new Schick direct fac- 
tory-to-retailer distribution plan, the 


razor and all Schick products will be 
distributed by Schick Service and 
Supply Corp. 

The new razor, which allows both 
the shaving speed and the shaving 
head to be controlled, is designated 
“Model No. 3.” It has a suggested 
retail price of $28.50. 

“This is the first electric razor that 
lets a man shift the speed and adjust 
the shaving head to shave as close 
and as fast as he likes,” Paul J. Gar- 
rity, Schick sales vice president, said. 

The introduction of the new shaver 
is being supported by store displays. 
brochures and other merchandising 
aids available to dealers. National 
consumer advertising will include a 
color spread in Life magazine. Also, 
there will be extensive use of the 
Phil Silvers TV show, the company 
said. 

Contact Schick Inc., Lancaster, Pa. 


Eterna display shows operation 
of automatic wind mechanism 


ETERANA MATIC 


“The Helicon,” a new watch motion 
display (1101-48), is available to 
jewelers from Eterna. 

First in a series, the display is de- 
signed to attract attention to your 
window or showcase. Simulating the 
back of an automatic Eterna watch 
with case removed, it shows the 360 
degree swing of the winding rotor 
moving on its ball bearing. 

Display measures 20% inches wide, 
13% inches deep and 17% inches 
high. 

Contact Eterna Watch Co., 677 
Fifth Ave., New York. 


Oysters in can guaranteed 
to contain cultured pearl 

Retail jewelers can now sell pearls 
in a can. 

Trans-World Associates, importers 
and exporters, are offering canned 
oysters containing cultured pearls. 

Each oyster comes unopened, packed 
in a labeled can and is_ uncondi- 
tionally guaranteed to contain one or 


more genuine cultured pearls. The 
mother-of-pearl-lined oyster shells 
will make unusual ashtrays and 
decorative pieces, the company says. 
A retail price of $1 per can is sug- 
gested. 

The cans are packed eight dozen to 
a case. Minimum order is two dozen. 
Cost is $13.50 Keystone per dozen, less 
5 per cent for eight dozen or more. 

Contact Trans-World Associates, 
500 N. 4th St., Philadelphia. 
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1881 Rogers ‘Flirtation’ backed 
by display material for retailer 


In conjunction with the introduc- 
tion of its new 1881 Rogers “Flirta- 


tion” pattern, Oneida is offering this 
display to retailers. 

The unit consists of a 13- by 17- 
inch color display card and a red 
velvet foreground piece. Display is 
free with initial two-set purchase. 

Contact Oneida Ltd. Silversmiths, 
Oneida, N. Y. 


New crystal changer, gaskets 
offered by Hammel, Riglander 


With the new Breault 30-second 
crystal changer the watchmaker can 
remove or insert round plastic crys- 


tals, without taking the watch apart, 
says Hammel, Riglander, the dis- 
tributor. 

There is no need, it says, to hunt 
for the right wrench or waste time 
opening corroded cases; nor is there 
need for removing the gasket, the 
case ring, case clamps or stem and 
crown. In addition, it is said, the 
crystal changer will not mar crystals 
and it will save time when fitting 
hands. 

Hammel, Riglander also announced 
that the same high-quality water- 
proof gaskets used by Swiss watch 
factories are now available in an as- 
sortment of 84 sizes. 

Each “Quick-Fit” gasket is pack- 
aged in a separate envelope. 

Contact Hammel, Riglander & Co.. 
Inc., Box 100, Madison Square Sta- 
tion, New York. 


New booklet to aid in selling 
religious jewelry offered free 

A copy of “Catholic Saints and 
Their Meaning” is available free 
upon request. 


Contact Lumin Jewelry Co., 236 W. 
55th St., New York. 
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‘Cezanne by Richelieu’ pearls 
offered in special bonus deal 


“Premier Group” consists of 20 sets 
of “Cezanne by Richelieu” simulated 
pearl necklaces (regular and choker 
type) in cases of genuine leather and 
velvet. 

Sold as a unit, the group incorpo- 
rates a bonus arrangement: You pay 


for 14 sets and receive six extra sets 
free. 

Through your wholesaler from J. 
Daniel Associates, 389 Fifth Ave.. 
New York. 


June bride-to-be window aimed 
to appeal to local market 
“Packed with local appeal” is the 
way Baumgold Bros. describes its new 
window display and calls it “particu- 
larly timely for June brides. but 


equally appropriate for bridal promo- 
tions all through the year.” 

The props include a bridal bouquet 
with fancy shape diamond rings scat- 
tered amidst the flowers, a_ bridal 
headdress, a wedding album and a 
representative collection of wedding 
and engagement rings. 

The main item is the wedding 
album. In it the jeweler can display 
photos of local June brides-to-be who 
have purchased their diamonds in his 
store. The album can be connected 
to an electrical attachment that will 
automatically turn the pages. 

A glossy photograph of the win- 
dow and complete instructions for set- 
ting it up are available from Baum- 
gold Bros., Inc., 580 Fifth Ave., New 
York. 


Anson offers display card free 
with Father's Day assortment 


Three-color cardboard easel display 
is free with Anson’s Father’s Day 
unit 525/59. 

The unit consists of 12 photo-jewel 
travel cases. Each case comes com- 
plete with a three-piece cuff link-tie 
clip set and retails for $6.95 FTI. 

The cases are covered in fabrics 
and simulated leathers. Each case 
is designed to hold 10 photos. Unit 
525/59 has a total retail value of 
$83.40. 

Contact your Anson distributor. 


Gold Filled Association to show 
its products at jewelry shows 


The Gold Filled Manufacturers As- 
sociation has announced that they will 
exhibit at all major jewelry conven- 
tions this year. 

S. L. Cantor, director of sales pro- 
motion for the Association, said that 
convention exhibits have been  se- 
lected as the method of telling the in- 
dustry’s product story to fulfill the 
many requests by retailers who were 
unable to visit the “Gold Filled Caval- 
cade of Products” exhibit which 
toured the nation last fall. 

The Association’s exhibit will be 
shown at the Chicago convention and 
trade show in July, the RJA show in 
New York in August, the Pacific trade 
show and the Dallas show in Sep- 
tember. 


Pauline's pin from Napoleon 
offered as dealer contest prize 


An antique cameo pin that Na- 
poleon had commissioned for his sis- 
ter Pauline is the first prize in Reed 
& Barton’s window display contest. 
The pin is valued at $700. 

The contest is being held in con- 
junction with the introduction of the 
company’s newest sterling design, 
“Cameo,” and will run through the 
end of this month. 

In addition to the 15 grand prizes 
every store entering the contest will 
receive a cameo pin crafted by Van 
Dell Jewelry and valued at $11.95. 
A photograph of the “Cameo” win- 
dow and an official entry blank are 
required to enter the contest. 

Other prizes include a service for 
eight in “Cameo” sterling worth $450 
and a service for four worth $225. 

For further information contact 
teed & Barton, Taunton, Mass. 





138-piece Father's Day kit goes 
exclusively to retail jewelers 


A 138-piece Father’s Day display 
kit is being offered exclusively to 
jewelry stores. 

The kit includes display cards, win- 
dow streamers, pennants, window 
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strips and lapel badges. It costs 
$4.75 plus postage. 
From Edwin Freed Inc., 150 W. 


46th St., New York. 


Velvet display unit is free 
with ‘Orienta’ pearl purchase 


This champagne-colored velvet dis- 
play is free with the purchase of four 


necklaces, two chokers, three pairs of 
earrings, two rings or any other selec- 
tion of “Orienta” cultured pearls 
valued at $200 or more. 

Contact Leys, Christie & Co., Inc., 
65 Nassau St., New York. 


Jayposon offers charm folder 
for distribution by jewelers 


A two-color eight-page folder il- 
lustrating Jayposon’s line of “Gradu- 
ation and Happy Occasion” charms 
is available for consumer distribu- 
tion. 

The back of the pamphlet lists each 
month’s birthstone. It also lists gift 
suggestions for wedding anniver- 
saries. 

Contact 
New York. 


Jayposon, 73 Canal St.., 
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Kaspar & Esh display unit free 
with diamond ring assortment 


\ DIAMOND RINGS ” 
| Maa Coad tn Mt HE bold 
ne -Femish, 
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A new series of 18K yellow and 
white gold Florentine-finished dia- 
mond rings is being backed with this 
counter or window display unit. 

Display is free with an assortment 
of six rings. It is fashioned in char- 
coal velvet and has a gold cord and 
gold tassels. 

Contact Kaspar & Esh, Ine., 126 
W. 46th St., New York. 


Duchess begins ad campaign; 
offers tie-in display material 


“As advertised in Life” stickers 
and display material are available to 
retailers for tie in with Duchess 
Jewelry Mfg. Co.’s national adver- 
tising campaign. 

The Life ads feature 
Bandmaster “‘Custom-Size” 
watch bands. 

Promotional material and counter 
displays are free with minimum or- 
ders for Bandmaster assortments. 
Contact your wholesaler. 


Duchess’ 
expansion 


‘Thermo Tray’ promotion deal 
aimed at bridal gift market 





A promotion package consisting of 
a special counter display rack and a 
supply of full-color statement en- 
closures is being offered to “Thermo 
Tray” dealers. 

The promotion is timed for bridal 
gift selling, a major market for the 
decorative electric food servers, the 
manufacturer says. 

“Thermo Trays” are priced from 
$10.95 to $34.95. 

Contact Cornwall Corp., 48 Ware- 
ham St., Boston. 


Ultrasonic jewelry machine 
has cleaning jars on top 


A new ultrasonic cleaning machine 
that fits into eight inches of space can 
clean a dozen watchbands, a tray of 
rings and an assortment of charms 


and chains in a few minutes, Hermes 
Sonic, the manufacturer, claims. 
And, according to the company, the 
items equal brand new merchandise 
in tests for brilliance after cleaning. 
The ultrasonic cleaning unit has 
the cleaning jars on top, thereby 
eliminating, Hermes Sonic says, the 
troublesome connecting wires _be- 
tween the unit and the jars. In ad- 
dition, the jars permit the jeweler to 
watch the cleaning process. 
The machine sells for $195. 
Contact Hermes Sonic, 13-19 Uni- 
versity Place, New York. 


Community sale is aimed at 
current owners of tableware 


Community has announced a one- 
third-off open stock sale on all active 
patterns. The sale will run from 
May 25 through June 20. 

The event is aimed at present own- 
ers of Community tableware and has 
been carefully planned not to inter- 
fere with the sale of regular sets to 
new owners, the company said. 

According to Oneida division, this 
is the reason for the sale: A recent 
market study revealed that many cur- 
rent Community tableware owners 
need to replace missing pieces or add 
additional serving pieces or place set- 
tings to take care of the needs of a 
growing family. The market was so 
great, Community said, that it de- 
cided to approach it in one of the 
better selling seasons. It further de- 
cided to stimulate such sales through 
a special limited-time offer. 

The sale will be advertised in Good 
Housekeeping and Redbook maga- 
zines. Special circulars, mailing 
pieces, newspaper mats, radio scripts, 
display cards and window banners 
are available. 

Contact the Community division of 
Oneida Ltd. Silversmiths, Oneida, 
me Bs 
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Honora claims improved dye 
process for cultured pearls 


Honora Jewelry Co. has announced 
a new dyeing process which it claims 
will improve the color, cut the price 
and insure a long life for black cul- 
tured pearls. 

The technique, the company said, 
is a result of over a year’s experi- 
mentation. It is said to be so ef- 
fective that the dyed pearls will with- 
stand the hydrochloric acid test. In 
addition, the company said, the dye 
penetrates the pearl completely. The 
pearl can be cut in half to show this. 

Black pearl necklaces from Honora 
are priced from about $300 Key- 
stone; drop earrings from $45 Key- 
stone. 

Contact Honora Jewelry Co., 
48th St., New York. 
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Motion of ‘Lovebirds’ accents 
wedding ring sets by Keepsake 


Keepsake’s “Lovebird” display was 
made to provide a keynote in dealers’ 
window displays for the wedding sea- 
son. 

The swaying motion of the birds on 
the swing was designed to attract at- 
tention to the Keepsake wedding ring 
sets displayed in boxes on a blue vel- 
vet pad trimmed in white. A light- 
blue velvet base supports the apple 
blossom-studded column and branch. 

Contact A. H. Pond Co., Inc., Syra- 
cuse, N. Y. 


Elgin offers ‘DuraBalance’ film; 
sets up guest speakers bureau 


A 25-minute 16 mm color film cov- 
ering the technical principles and sell- 
ing features of “DuraBalance,” a new 
balance assembly, has been prepared 
by Elgin. 

The film is free to jewelers and 
watchmakers. 

In addition, Elgin announced that 
they are setting up a speakers bureau. 
“We have speakers available for con- 
ventions and meetings to explain the 
horological principles involved in 
‘DuraBalance’ and the salient selling 
features,” H. E. Corr, vice president 
and general manager of the com- 
pany’s watch division, said. 

Thirty days notice is needed prior 
to a film showing and about six weeks 
for a speaking engagement. 

Contact the sales promotion depart- 
ment of Elgin National Watch Co.. 
Elgin, Il. 
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Free counter demonstrator 
given with 12 ‘Shaver Boosters’ 


A free counter demonstrator will 
be given with an initial order of 12 
“Shaver Boosters,” Parker Products 
says. 

The “Shaver Booster” changes al- 
ternating current electricity to direct 
current. This, the manufacturer says, 
will give any AC/DC electric shaver 
88 per cent more cutting power. The 
new unit will replace the company’s 
“Shaver Jet.” “Shaver Booster” re- 
tails at $5.95. 

Contact Robert M. Parks Co., Inc., 
7421 Woodrow Wilson Drive, Holly- 
wood, Calif. 


Doxa spring campaign promotes 
jeweler as ‘face you can trust’ 


Doxa Watch Co. is kicking off its 
spring sales campaign with national 
advertising in this month’s issues of 
the New Yorker magazine. 


In addition, selected advertising in 
Midwest and West Coast Sunday sup- 
plements will be backed with an in- 
tensive merchandising and promotion 
program, the company said. 


The program will highlight the 
jeweler as “the face you can trust.” 
This public relations theme will con- 
tain no direct advertising. A series 
of mailings to jewelers will explain 
how to tie in local store activity. 

















engraving trophies 


says Mrs. O. E. Dick 
Kansas City, Mo. 








engraving nameplates 


says Mr. J. H. Meek 
Lawton, Okla. 
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engraving bowling balls 


10000 


says The A. H. Dixon Co. 
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“it’s easy 1 extra money with ‘Eagravograph 


the tracer-guided, portable engraving machine anyone can 
operate—send for full information today! 


new hermes ENGRAVING MACHINE-CORP. 
13-19 UNIVERSITY PLACE, NEW YORK 3, N. Y. 





Loose-leaf catalogue illustrates 
Karlan & Bleicher ring line 


A catalogue in the form of a loose- 
feaf file folder is available to ring 
manufacturers, wholesalers, jobbers 
and trade repairers from Karlan & 
Bleicher, Inc. 

Individual sheets of the catalogue 
can be removed for easy reference. 
Pages will be replaced when an item 
on the page becomes obsolete. 

The catalogue has 48 pages and il- 
lustrates the company’s rings and 
findings. 

Contact Karlan & Bleicher, Inc., 
136 W. 52nd St., New York. 


I'ma 

pipe smoker. 

| didn’t ask for 
“ust a lighter”. . . 


Sunbeam offers free ciock, 
wall display with $125 order 


Under the new Sunbeam “Bonus 
Profit Plan,” retailers can invest $125 
in any assortment of Sunbeam clocks 
and receive a free wall clock (retail 
value, $12.95) and an _ illuminated 
flasher clock display. 

The flasher display holds 20 clocks 
in two feet of counter, wall or window 
selling area. 

From your Sunbeam distributor or 
the Electric Clock division of Sun- 
beam Corp., 5600 Roosevelt Rd., 
Chicago. 


| asked for a guaranteed 


Beattie {ct Lighter! 


Yes, Mr. Dealer — when it’s 
a pipe-lighter he needs, it’s 
the one and only BEATTIE 
JET LIGHTER he wants! 
Just show a Beattie-Jet in 
action —and man, you've got 
a quick sale! Held upright, 
the Beattie functions with 
conventional upright flame 
for cigars, cigarettes. Tipped 
slightly, it creates the unique 
jet flame that aims into pipe- 
bowl. 

Perfect also for: lighting 
campfires, fireplaces; as a 
“torch” for soldering jobs; 
blackening gunsights; thaw- 
ing out frozen car-locks. 
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Write today for catalog sheets, 
full information of complete line: 


the only lighter with 


NEW 3-LIGHTER 

DISPLAY! 

only 8”x8” 

(Shipped with any $3 
’ lighters you choose) 
Retail at $6.95, $8.00, $8.95, 
$9.95, $11.95, $15.00, $21.00, $49.00 
IF UNAVAILABLE FROM YOUR JOBBER, ORDER DIRECT. 


BEATTIE JET PRODUCTS, INC., Dept. JC,19 East 48th St., New York 17 N. Y. 
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Reed & Barton repeats sale: 
$88 set includes free chest 


This spring, once again, Reed & 
Barton will promote a “Magic 8”’ sale 
on plated flatware. 

Introduced two years ago, the com- 
pany says the “Magic 8” sales have 
been the most successful plated flat- 
ware promotions in its 135-year 
history. 

Here is how the promotion works: 
Every consumer who buys eight place 
settings of Reed & Barton plated flat- 
ware at the special price of $88 will 
receive eight serving pieces and an 
anti-tarnish “Provincial” chest free. 
The chest is available in a choice of 
three finishes: fruitwood, antique 
ivory or mahogany. 

Three silver patterns are featured 
in the promotion: “Dresden Rose,” 
“Festivity” and “Silver Blossoms.” 
According to the company, consumers 
will save $37.25 over the regular open 
stock price of the items in this pro- 
motion. 

Contact Reed & Barton, 
smiths, Taunton, Mass. 


Silver- 


Forstner's new ‘Anklet Book’ is 
available with variety of styles 


To enable retail jewelers to display 
and sell more ankle bracelets, Forst- 
ner has designed an “Anklet Book” 
patterned after their “Neck Chain 
Book.” 

The new merchandiser is available 
with a variety of anklet assortments 
and price ranges. The “Book” is de- 
signed with a pink and blue binder. 

Contact Forstner, Inc., 646 Nye 
Ave., Irvington, N. J. 
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Pilfer-proof oval display holds 
up to twelve Medana watches 


This new Medana oval counter dis- 
play is made of white polystyrene 
bordered in gold. The brand name is 
in raised gold lettering. The watches 
are attached to a blue background. 

According to the manufacturer, the 
display is completely pilfer-proof and 
holds 10 to 12 assorted watches. It 
is sent to Medana dealers without 
charge, with watches premounted and 
retail prices indicated. 

Contact Louis Aisenstein & Bros., 
Inc., 16 E. 40th St., New York. 


L & R ‘Crystal Master’ has 
dual-purpose grinding wheel 


“Crystal Master,” L & R’s new 
crystal grinding machine, features a 
dual-surface abrasive wheel: a perma- 
nent Aloxite wheel for grinding glass 
and a replaceable metallic abrasive 
disc for grinding plastic. 

Both abrasive surfaces, which ro- 
tate at a speed of 1,050 rpm, are set 


at an optically convenient angle and 
kept moist by a gravity-fed, self-con- 
tained water cup. No plumbing of 
any kind is required. 

The unit, ready for immediate plug- 
in operation, costs $49.50. This makes 
it, L & R says, one of the least ex- 
pensive crystal grinders available. 

Contact your watch materials dis- 
tributor or L & R Mfg. Co., 577 Elm 
St., Kearny (Arlington), N. J. 
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Cordless clock, redesigned line 
to be introduced by Sessions 


A chronometric cordless clock and 
a redesigned line of standard electric 
clocks for general home use will soon 
be introduced by Sessions Clock Co. 

Based on a patented chronometric- 
governed motor, the cordless clock is 
designed to operate for a year on an 
ordinary flashlight battery and keep 
accurate time even when battery 
voltage gets low. 

Sessions also announced a new 
sales promction and advertising pro- 
gram for all clock lines. Expanded 
consumer advertising and dealer aids 
and display materials are planned. 


Tie-Tie offers Weegee film, 
new catalogue to bow-makers 


A 16 mm color film on bow-making 
and a catalogue illustrating its line 
of gift-wrapping items are available 
from Tie-Tie Gift Wrappings. 

The film was made by Weegee, 
noted freelance photographer. It is 
available on loan free from Modern 
Talking Picture Service, Inc., 3 E. 
54th St., New York. 

The catalogue, titled “A Story Book 
of 1959,” contains samplings of 
“Satintone” gift ties and paper. 

Contact Tie-Tie Gift Wrappings, 
Chicago Printed String Co., 2300 Lo- 
gan Blvd., Chicago. 
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SUM CG 4a. DIAMOND 


DEALERS DO SO WELL! 


If one inducement doesn’t make the sale, 
Princess always has another bright and sparkling 
idea to intrigue customer interest. This 

Bride’s Book has helped Princess Diamond 


MREG U.S. TM, 


Dealers get sales that might otherwise have been 


lost. Ask the CLAUSIN Representative. 


S.H. CLAUSIN & CO. 


Creators and Distributors of Princess Registered-Insured Diamonds 
MINNEAPOLIS @« SPOKANE e SALT LAKE CITY 











E. C. FITCH. 
Watch-Case 


No. 214.642. Patented April 22, 1879. 
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Figure 1. Patent drawings of 80-year-old watch case 
by Edward Fitch featuring a spring loaded screw-on 
crown and serrated screw back with gasket. It claims 
“the great advantage of being impervious to the 


entrance of dust and wet.”’ 








ALL 

ABOUT 
WATERPROOF 
WATCHES 


First in a series of 
articles, explaining 
methods of waterproof- 
ing; practical tests 

for tightness; and 


servicing hints 


by Henry B. Fried 
Horological Consultant to JC-K 
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@ Any ANALYsIS of the science of waterproofing watches 
would involve the following points: 

1. A short history of waterproofing. 

2. Official definitions: (a) What is waterproof? 
(b) What is moistureproof? (c) What is water-re- 
sistant ? 

3. Some notable achievements in waterproofing. 

4. Types of tests and how they are conducted. (a) Pres- 
sure test; (b) vacuum test; (c) fathometer tests. 

5. An explanation of various terms associated with 
waterproof tests. (a) Number of “atmospheres”; (b) 


pressure per square inch; (c) inches of mercury; (d) 


equivalents in water depth; (e) the gauge. 

6. A comparison of each test. 

7. Methods of waterproofing. (a) Types of gaskets: 
(b) threaded sections; (c) crystals; (d) case pipes; 
(e) types of waterproof watch cases. 

8. Servicing hints: (a) Types of case wrenches; (b) 
opening of waterproof cases; (c) inserting gaskets; 
(d) inserting crystals; (e) closing the case, tightening: 
({) general precautions. 

9. Condensation: (a) Facts about it; (b) causes; 
(c) humidity; (d) vaporization. 

10. Casing conditions: (a) Air conditioning; (b) 
relative humidity; (c) the weather factor. 

This list provides some ideas of the problems con- 
cerned with waterproofing, and it would take a large 
book to scrutinize them all. Each of these subjects will 
be covered briefly, in an effort to help both the watch- 
maker and the jeweler understand them a little better. 

Attempts to make watches waterproof have a longer 
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Figure 2. Professor Piccard’s 
Bathyscaph, to which a Rolex 
watch was attached when it 
dove to a depth of 10,000 feet 
in the Mediterranean Sea in 


1953. 


history than one might suspect. A. L. Dennison encased 
watches in “waterproof” cases as far back as 1871. 
Collector Louis Romaine of Garden City, N. Y., has 
such a case protecting a contemporary Waltham watch 
movement, with features much like the Rolex in which 
the crown screws tightly over the pendant neck and has 
a screwback case with waterproofing features. This is 
shown in Figure 1. 

The writer also has a waterproof pocket watch by the 
Marion Watch Co. of New Jersey, about 1873. A pocket 
watch in the Packard collection is similarly waterproofed 
for polar expeditionary use. There are even some 
humorists who claim that Johnathan Swift’s hero, Gul- 
liver (1690), must have had a perfectly waterproofed 
watch if he could show it in running condition to the 
Lilliputians after swimming a couple of miles. 


Trade Practice Rules 

However, serious attempts to waterproof wrist 
watches started about 1926. Since then, so many claims 
had been made that the Federal Trade Commission in 
1947 issued Trade Practice Rules regulating the use of 
‘waterproof,’ “moisture,” “waterresistant” and similar 
phrases. These FTC rules are too long to repeat here 
in their entirety, but some excerpts sk >uld be cited. 

Rule l-c reads: “Use of the Term Waterproof with- 
out Qualifications or Limitations . . This rule shall 
not be construed as prohibiting the application of the 
word ‘waterproof’ in a non-deceptive manner as descrip- 
tive of a watch or watchcase which is of such com- 
position and construction as to be and remain impervi- 
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Figure 3. Front view of 
the specially constructed 
experimental watch which 
withstood pressures at 10.- 
000 feet when it was sub- 
merged with the Bathys- 


caph in 1953. 


ous to water and moisture and immune to damage there- 


from, through immersion or otherwise throughout the 


life of such watch or watchcase. 

The tests required to qualify for the above distinction 
are as follows: 

Test No. 1: “For purposes of determining impervious- 
ness to water and moisture specified in this rule, 
complete immersion for at least five minutes in water 
under atmospheric pressure of 15 pounds per square 
inch and for at least an additional five minutes in 
water under pressure of at least 25 pounds per square 
inch, without admitting or showing any evidence o1 
capacity to admit any moisture or water. (This test is 
not to be accepted as showing or indicating the dura- 
bility of such imperviousness to water or moisture or 
any time or period which such imperviousness may 
continue. )” 

\nother test is quoted for watches with lesser claims: 
“Test No. 2. For Water Resistance or Water Repellency 
is deemed an acceptable test for water resistance or 
water repellency of a watch or watchcase, namely, com- 
plete immersion of the case or watch for at least 3 
minutes in water at a pressure equivalent to a depth of 
26 feet of water under a normal atmospheric pressure 
of 15 pounds per square inch, without admitting. o1 
showing any evidence or capacity to admit, any mois- 
ure or water. 

“The so-called vacuum test of complete immersion in 
water under a vacuum sufficient to be productive of con- 
ditions of equivalent or greater severity may be used as 
an alternate or additional test for purposes of this Rule 2. 
Neither test is to be accepted, however, as showing or 
indicating the durability of such water resistant or water 
repellent condition or any time period during which 
such conditions may continue. ~ 

Reading these rules and tests would indicate that 
after extensive surveys the Federal Trade Commission 
realized that waterproofing was both a matter of degree 
and of limited duration. 

The FTC rules were promulgated more than ten years 
ago, and since then many strides have been made in 
waterproofing of watches. Today, many watch cases 
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bear a fair degree of waterproofing although lack of 
testing equipment by the watchmaker, and lack of proper 
skills in handling waterproof cases, renders many of 
these inoperatively waterproof. 

As stated by the FTC, waterproofing is a compara- 
tive term; as will be borne out by anyone who has 
worked and experimented extensively with waterproofing. 
Watch cases that seem tight against water at near surface 
depths may admit water when immersed deeper; the 
advertising stunt of suspending a waterproof watch in 
a goldfish bowl proves only that the timepiece ticking 
among the fishes will be impervious to water at about 


floating depth. 


In Davy Jones’ Locker 

An interesting experiment in waterproofing was car- 
ried out by Rolex. An attempt was made to provide a 
watch that could withstand the same depth test that 
Prof. Piccard intended for his Bathyscaph (Gr. Bathos. 
deep: Scaph, boat) when he was to descend to a depth 
of 10,335 feet in the Italian Mediterranean Sea in Sep- 
tember 1953. Any object immersed that deep faced pres- 
sures of almost 4000 pounds to the square inch. Rolex 
planned to place an especially constructed watch on 
the outside of Piccard’s vessel, and met with many fail- 
ures in this attempt. 

The hand-made, reinforced, heavy steel cases and 
extra thick crystals, when subjected to the same pres- 
sures, were often crushed. Crystals and cases were so 
badly compressed inward that the shapes of the move- 
ment parts, screws and pinions were impressed on the 
adjacent casing as if they were dies. 

Later. stronger cases withstood the pressures for a 
little while, but admitted water after an hour or so. 
When the watches were removed from the pressure, the 
liquids pressed outward, taking the crystals with them. 
l‘inally, after repeated failures, two especially made 
watches were subjected to the pressures and withstood 
all tests. These were finally sent down with Prof. 
Piccard, and the watches attached to the outside of the 
Bathyscaph, withstood that great pressure. 

A photograph of this watch is shown in Figure 3. It is 
heavily-armored and the glass is about %4 inch thick. 
| have examined one of these watches and, frankly, | 
wouldn't want to fall overboard with it strapped to my 
wrist. However, it is notable and costly experiments 
such as these which advance the science of waterproof- 
ing. Today there are a number of waterproof cases 
which provide an acceptable degree of imperviousness. 
The science of gasketing, crystal (plastic) chemistry 
and composition allow even thin watches and even one- 
piece watch cases to withstand severe initial tests, merely 
by the use of a precision, plastic crystal exerting an 
outward pressure against an_ especially undercut 


bezel. SEE 





Next month: What is meant by the term, “atmos- 
pheres.” Explanation of pressure and vacuum tests. 
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AT ITS BEST 


CLEANER, compiete in one cabinet. 
Pre-set timing of clean-rinse-dry oper- 
ations. Cleans several watches at one 
time. Bench space 8'/2''x 13". 


BELOW, 

THE WATCHMASTER 

Watch-rate Recorders 

Bench space 8'/7"'x 13" 
DRUM MODEL, with sapphire - 
tipped printer. 
TAPE MODEL, with instant visibility 
BOTH MODELS have selectors fo: 
odd-beat watches .. . calibrated 
charts for quick, accurate reading. 


We wish you could see our manufac- 
turing operations and the quality of 
materials we use ... the care and time 
in each step of assembly . . . the accu- 
racy of our calibration work .. . the 
exhaustive tests to which all instru- 
ments are subjected. 


In those details are found some of the 
reasons why our products are so gen- 
erally accepted for their bench advan- 
tages . . . their low-cost maintenance 
and long life. 


And this is true of the entire... 


Watch atch a Master 
Line 


AP 


American Time Products, Inc. 


American Time Products, Inc. 


580 Fifth Ave., New York 36, N. Y. 


Gentlemen, — Without obligation, please arrance to 
demonstrate at my bench, the instruments checked. 


[] Cleaner [_] Tape WatchMaster [] Crum WatchMaster 


Name 


New York 36,N. 1 RE 


580 Fifth Avenue 
Address 


City, State... 


rer reer ec ee ese ee eee G20 22224 


— 
wm 
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[) : Mr. 
Jeweler 


(x New Profits for you, Mr. Jeweler) 











because 


5OXA 2! 
business & 











HERE'S WHY 


N Cul’. I Unique DOXA grafic “Calendar.” 
Gives you proven sales appeal 
with the pace-setting distinction of the famed 
grafic series ... plus the popular calendar 
feature. Pre-sold for you by national ads in 
NEW YORKER and Sunday supplements. 


Profit Line! DOXA's grafic 


series gives you 
an unbeatable combination of finest Swiss 
quality plus stunning design. No finer watch 


to feature ... no easier watch to sell! 


New Advertising! 
Hara-hitting ads spearhead DOXA’s drive to 
make more profits for you. They'll break in 
May issues of NEW YORKER and famous 
Sunday supplements — timed right for the gift 
season. Free ‘‘Face You Can Trust”’ tribute to 
the family jeweler. 


DOXA .. 























the watch with 
the face you can trust 














Rush this coupon St gee Tees er ee ee ee te ee ee 


to open the door to DOXA wate I C ompany 


more watch sales 
é 665 Fifth Ay enue, Ne YOrK 22, 
! ' | ... Rush me more information on Doxa Swiss 


E watches, plus prices and order blank. 


| | eee Send me free ‘‘Face You Can Trust’ tribute to 
; family jeweler. 


H (please 


print) 


Diet te ein e-ses ant nel el n vls enivenn ent ioe 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


BREAKING MAINSPRINGS: For the 
last two years, I have had an 
increasing problem with steel 
mainsprings breaking in the 
watch after cleaning. Sometimes 
they break within hours, but 
often after a day or two. I leave 
the mainspring in the barrel 
during the cleaning process. 
What am I doing wrong ?—L. T. 
McNaught, Elmira, New York. 


Answer: When mainsprings 
break in the barrel it could be 
due to a number of things. The 
barrel arbor hook may be pro- 
truding too far. This would 
cause the bends in the tighten- 
ing spring to kink and break 
under stress. Or it might be due 
to the inability of the rinse to 
remove all traces of the cleans- 
ing solution which, in_ turn, 
might cause an oxidization on 
one spot. This might cause this 
part to break later. Make cer- 
tain that your mainspring is 
absolutely dry when it comes out 
of the last heating sequence in 
cleaning. To check on this, re- 
move the springs from the bar- 
rel after you have run it through 
the machine and minutely ex- 
amine the spring for wet spots. 
You probably will find that the 
spring is not completely dry. 
This might be because the coils 
are so tightly packed it is diff- 
cult for the second solution to 
displace the first. This will cause 
the first solution, with its strong 
agents, to act upon the metal of 
the spring and cause rupture 
later. To prevent this, increase 
your rinsing cycle and, of 
course, your heating cycle. If 
this doesn’t work, remove the 
springs from the barrel when 
cleaning. Replace them, of 
course, with a winder. (Placing 
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increase profits by 
Engraving your own Jewelry 


Special Multi - Grip ° 
vise holds articles of ° 
any shape. Inexpensive ° 


cuts sharp and clean in ® 
stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver . . 
Cuts medallion, ring and ‘jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 

Model 3D-5 


A Full Line 
of 


Equipment 
and 
Accessories 


Liberal Terms Arranged. 
Small Monthly Payments. 


eeeeeeeeeseeeevpeeegepeeeesoeeeeeeeeeeeeeees 


TRADE MARK For immediate ‘oa write directly 
to manufacturer below. Ask for nearest 
representative. 


| H. P. Preis Engraving Machine Co. [ 
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657 U. S. Highway 22 Hillside, N. J. 





For Results 
Use the 
Jewelers’ Circular- 
Keystone’s 
Classified 
eeaminit 157-162 


HOROLUBE 9-C 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottle $2.25 * Send for Details 


ACON WATCH poe co — 


50 Eldridge St., New York 2, N. 


Monvtacturers of Gold Filled 
Tomplete line including lied Crowns 
sold through Wholesolers & Jobbers 


maepegy 


We repair all types of cases, 
graphs and stainiess, and make coil 
springs for cases. We also sell used re 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 


29 East Madison Street Chicago 2, Illinois | 
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Model CNP-J CNP-} Panto - Engraver ° | 


these back by hand, by the way, 


is a frequent cause of main- | 
| spring breakage.) It would help | 
_ you to find the cause of your | 
| breakage if you examine every | 
_broken spring; or send all of 
| them to the company that makes 
your cleaning solution for ex- | 
_ amination by their chemists. 


* * * 


ANTIQUE JEWELRY CATALOGUE: | 
Do you have a catalogue or any | 
information regarding antique | 
jewelry ?—F aust, Seattle, Wash. | 


Answer: If you mean books | 
on antique jewelry, we can rec- | 
ommend these: Rings Through | 
the Ages, by James McCarthy; | 
Old Silver and Old Sheffield | 
Plate, Okie; Antique Jewelry & | 


Precious Stones, Burgess; and 
5000 Years of Gems and Jew- 


| elry, Rogers and Beard. 


* * * 


WEIGHT WEIGHING: I have an 
old brassworks Seth Thomas 
weight-driven shelf clock. The 
weights to this clock should fall 
201% inches, but I am missing 
the weights. How much should 
the weights weigh ?—Charles C. 


| Foster, Flushing, N. Y. 


Answer: Generally, the 


| weights are 52 ounces. They are 


made of cast iron and are about 


‘three and a half inches high; 
_ they measure two inches at the | 


top and taper down to about two 


and a half inches at the base. | 


Actually, it is an easy matter to 
find the proper weights for any 
clock. Fasten a _ laundry-type 


| scale to the string that drives | 
e | the clock and from which the | 
weight will hang. Add small | 


weights on the scale and move 
the pendulum. Keep adding 
weights until the clock has the 
desired motion. Then your scale 
will tell you exactly just how 
much weight is needed to drive 
the clock. Do not put on any 
more than a safe extra weight; 


it only hastens wear on your 


clock. 








SECURITY 
MAINSPRINGS 


for Swiss Watches 


ARE MADE BETTER 


Security Mainsprings are handmade of 
finest Swedish steel . . . cold rolled, 
heated in charcoal, and tempered in 
animal grease (other methods are 
cheaper but not so effective). After 
hand polishing, your Security Main- 
springs are hand finished, oiled and 
sealed in moistureproof aluminum foil. 
Recognized as the finest by watch- 
makers for over 30 years. 


In the “Card Indexed” File Cabinet 


No. 21 —I Gross {1 Each of 144 Nos.) 
Popular Sizes . .... .$42.60 


No. 21'4—!/ Gross (1 Each of 72 Nos.) 
Most Popular Sizes a 


No. 24!/,—!/, Gross (For American 
Watches) Popular Sizes 


Order from Your Newall Jobber 


me NEWALL mrcco 


tHeAGa? ar 











SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 


You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examino- 
tions and are in great demand. 
Send for free Catalogue 
‘Your Future & Our Scheol’’ Bowman Bidg., Lencaster, Pe. 


John J. 
Bowman 
Director 


Courses Approved for 
Veterans & State Rehabilitation 














NEW ALL-PURPOSE 
=" GAUGE 





. TAKES 7 
SPAR MEASUREMENTS 


JULES BOREL & Co. 


1110 Grand Ave., Kansas City, Mo. 























GOLDEN SHIELD 
by 


eine 


offers 


UNPRECEDENTED SALES OPPORTUNITY 
for 


20,000." CALIBER SALESMEN 


Outstanding men with heavy experience selling credit jewelry trade are needed 
by top brand manufacturer offering ALL NEW, EXCLUSIVE diversified 
high unit Radio and Stereo Phonograph Line with DRAMATIC COMPETI- 
TIVE ADVANTAGES and HEAVY NATIONAL ADVERTISING SUPPORT. 


Substantial Drawing Account. 





Direct your inquiry and business history to: 


ARTHUR P. GOULD, President * Golden Shield Corporation + Great Neck, New York 


See 
ee 





GRIPTITE, with extra threads 
in the ring plate, means 


@ Faster, easier, 
tighter assembly. 





@ Perfect ring alignment. 


@ No twisting or turning 
of individual rings. 


@ No exposed edges to 
snag clothing. 


DUAL RING LOCK 


with EXCLUSIVE Single Screw Closing 
You have only one stainless steel 








PILOTED screw to close. 
Asst. #53-680—1 ea. of 6 nos., 14 kt gold, yellow $8 AQ 
and white, in plastic box . 
Asst. #53-690—1 ea. of 6 nos., gold filled yellow 95 
and white, in plastic box $4. 
Refills available in separate sizes. 14 kt... $16.00 doz. gold filled .....$10.00 doz, 


* 
~ 


Si 
ay “ . = 
oe P P 





F REE with every GRIPTITE assortment 
@ an extra-long blade screwdriver. 
@ an attractive 2-color window display. 





ou” | PAY LESS! GET THE FINEST 
WATCH STONESCO.LTD. # | Order GRIPTITE DUAL RING LOCKS 


Manufacturers of jewel-bearings for watches, | today from your material supply house. 


electrical measuring devices, meters, aviation- 


and marine-instruments, etc. | HAMMEL, RIGLANDER & CO., INC., NEW YORK 16, N.Y. 
Thoune - Switzerland 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED”—Regular type $2.00 first 25 words; adii- 


tional words, 10 cents per word. Heavy type $7.00; 


addi- 


tional words 25 cents per word. 

“HELP WANTED”—"LINES WANTED"—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word, 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address 


@ Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


envelope “Box —,” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELER'S CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 


MAN FRIDAY with know how: 





Situations Wanted 








FORMER jewelry store owner seeking 
position as manager; age 43; top experi- 
ence in jewelry & credit ope rations; 
address, ‘‘S., 4941,”" care of JC-K. 


MANUFACTURING jeweler, diamond set- 
ter, platinum, gold; expert on fine re- 
pairs; take full charge; address, “'G., 
4884,”" care of JC-K. 


BOOKKEEPER, F. C. thoroughly experi- 
enced in jewelry and diamonds: also 
selling experience; excellent references: 
address, ‘‘C., 4940,’’ care of JC-K 


CERTIFIED Master Watchmaker would 
like small watch repairing account 
quality work; write Harry G. Creighton, 
Middlefield, Ohio, Phone Middlefield, 


*) 
2-5: 57 


DIAMOND EXPERT, buyer, assorter; top 
notch man for diamond merchant or 


jewelry concern; outstanding experi- 
ence for 20 years; excellent references: 
address, ‘495,’ care of JC-K 





DIAMOND ASSORTER: number of years 
experience assorting - selecting and 
matching stones for large ring manu- 
facturers: references; N. Y. Cc ity ma - 
ferred: address, ‘'490,"’ care of JC-K. 


WATCHMAKER; 12 years experience; 
family man, age 33, desires permanent 
position: Bowman graduate; capable 
taking charge of departme nt; address, 

‘S., 5017,’" care of JC-K. 


WATCHMAKER; highly skilled all types 
repairs; 15 years experience, clean 
habits; handle large volume of repairs; 
fine timing, jewelry repairing: address, 
“*T., 4986," care of JC-K. 


WATCHMAKER: good mechanic: over 12 
vears fine store experience; take charge 
repairs, sales: New York City, Long 
Island, Suburbs: references: address, 
“S., 4944,” care of JC-K. 


WATCHMAKER;: 14 years experience: 
age 31, married; high quality work: all 
types ‘of watches; desires permanent 
position: salary or commission: address, 

‘M., 5028," care of JC-K. 











10 years 
experience with nationally advertised 
diamond watch firm; production, book- 
keeping, sales and sales correspondence; 
address, “B., 5020," care of JC-K. 


SUPERVISOR-CREDIT MAN; 15 years 
experience in credit field; also as man- 
ager; looking for permanent connec- 
tion: references furnished on request; 
address, ‘“W., 5007,"’ care of JC-K. 


SUCCESSFUL SALESMAN, 5 years 
wholesale jewelry and watch material 
experience; also ultrasonic experience; 
wants position with reputable, progres- 
sive firm; will relocate: address, “‘W., 
5044,"" eare of JC-K. 


MANAGER, salesman; thoroughly quali- 
fied, all phases jewelry business; 25 
years background; desires permanent 
connection with a reliable firm: location 
optional: address, ‘“‘J., 4992," care of 
JC-K., 


EXTRAORDINARY SALESMAN avail- 
able reputable credit jewelers, Newark, 
Elizabeth, mast Orange, Bloomfield, 
Passaic or Paterson: intensified experi- 
ence diamonds, watches, related lines; 
address, “S., 4920,’ care of JC-K., 


EXECUTIVE CHAIN store manager 
seeks challenging job Metropolitan New 
York or New Jersev: minimum salary 
$9,000: details confidential, Sunday in- 
terview: address, “S., 4906,” core of 
JC-K. 


BOOKKEEPER: full charge through 
Trail Balance, payroll and payroll taxes; 
diamonds and diamond jewelry: manu- 
facturing and wholesale; honest, reli- 
able, 5 at address, “‘A., 4976,”’ 
eare of JC-K 


WATCHMAKER-SALESMAN; 12 years 
experience in all store operations; de- 
sires permanent job in Florida with 
reputable firm; dependable family man 
with two children; top references; ad- 
dress, ‘‘W., 5008,"" care of JC-K. 


WATCHMAKER - ENGRAVER experi- 

enced, quality work; : ; watches 
daily; do not drink or age 66; 
semi-retired 5 years: : ‘r week, 
Southern Calif. area: address, “C 
5006,"" care of JC-K. 


SALESMAN: JEWELRY BOXES: to re- 
tailers, wholesalers, saupereees manu- 
facturers; Metropolitan New rk, New 
Jersey: occasional distant Pt highe ast 
reference; monthly draw: address, ‘“S., 
5018." care of JC-K 


SALESMAN, 31, married; 12 years expe- 
rience retail selling, buying: silver, 
china, stemware, giftware: minimum 
salary, $7,000 per year; presently em- 


ployed; address, “G., 4981 care of 
C-K. 





Jewelers’ Circular-Keystone 
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ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Under the Heading of _ 








_place the Following ad: 

















Please check if box No. 





Wanted [] 


Enclosed is Check [] or Money Order [] 


Name (Please Write Plainly) 


Street 
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MANAGER 15 years credit jewelry ex- 
perience; 10 years one organization, 
volume $500,000; buying, promotions, 
advertising, collections; presently em- 
ployed, wish to relocate; married, 3 
children, 45 years old; address, “E., 
4984,"" care of JC-K 


PLANNING TO RETIRE? I am looking 
for a going jewelry, silver, china, gift- 
ware store whose owner would like to 
retire but with continuing equity or in- 
come; best references, experience, back- 
ground available; interested ea 
only; address, “‘D., 4971,"’ care of J¢ : 


CAPABLE Swiss and American 
watchmaker; middle fifties: can assume 
full charge watch department, capable 
estimator: employed at present with 
leading jeweler for more than 15 vears; 
consider making onenee. very near fu- 
ture; address, ‘‘S., 5019,"’ care of JC-K. 


VERY 


calling on better jewelry 
presentls covered 
Penna., Delaware, Maryland, Peabo of 
Columbia and West Virginia: estab- 
lished line only co nsidered; be st refer- 

address, ‘“‘W., 5011,” care of 


SMAN 
stores; territory 


SALES 


ences, 
JC-K, 


CERTIFIED Master Watchmaker and 
business college graduate desires posi- 
tion as watchmaker or assistant man- 
ager; prefers West or Southwest: avail- 
able after May 15; married and in good 
health: will answer all inquires; P. O. 
Box 605, Quincy, Illinois. 


TOP CALIBRE MANAGER; associated 
15 years top manager with largest 
retail credit chain in East; volume 
over $700,000 annually; also super- 
visor of group stores for 5 years; 
experience in all functions; let's 
talk it over; available July Ist; 


address “F, 4993,” care of JC-K. 


WATCHMAKER;: wants permanent job; 
-¥ years at bench, watch, clock, iewelrv 
repairing, ring sizing: have owned and 
managed jewelry store and pawn shop 
operation; capable of taking full charge 
of department; prefer Western St Ate; 
will consider any offer: address, Ree 
5033,’’ care of JC-K. 


ASSISTANT MANAGER - SALESMAN: 
desires permanent job of right hand 
man to manager; responsibility re- 
quired; 11 years experience with lead- 
ing chain in all phases of store opera -~ 
tion; married, have 2 children: prefer 
Southern location; references a - nat 
address, ‘‘W., 5009,"" care of JC 

MANAGER-SALESMAN;: presently and 
for past several years emploved as 

Manager for fine cash, credit store in 

South Florida; built top sales records: 

personal reasons plus desire for better 

opportunity leads me to seek change: 
age 40, family man; prefer South Flor- 
ida; address, “‘B., 5016,’’ care of JC-K. 


LEADERSHIP: highly talented. sales 
producing retail executive: diamonds, 
watches, jewelry; supervisor-manager, 
buyer, merchandiser, designer, sales- 
min; cash-credit independent, quality 
chain, major department store back- 
ground; now employed, start $25 day: 
telephone Los Angeles, DUnkirk 7-2865. 


INTERNATIONALLY KNOWN Master 
Watchmaker wants top position at top 
pay with an old established large, fine 
firm; have 40 years’ experience and 
specialize on fine grades, as Patek 
Philippe, Rolex, Vacheron-Constantin, 
ete., etc.; am married, have finest ref- 
erences; available short notice: ad- 
dress ‘‘N., 4823,"" care of JC-K. 


ALES EXECUTIVE now living in New 
York area; will relocate; thorough 
knowledge silverware, china, giftware 
fields; excellent sales background, ad- 
ministrative, follow-through, personnel 
control, coordinator; capable full re- 
sponsibility as sales manager or assis- 
tant to busy VIP: address, ‘‘M., 4969,"’ 
care of JC 


IUNG EXECUTIVE: merchandising 
manager, stylist; presently employed: 
thorough knowledge of every phase of 
watch industry including sales: trained 
here and abroad: ability to forecast 
market trends, creative ideas: wishes 
challenging position with a quality and 
prestige watch concern; address, ‘'493,"’ 
care of Ic -K. 
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WISH TO RELOCATE; aggressive retail 
credit jewelryman seeks change; 10 
yeirs of managerial experience in op- 
eration doing in excess of $600,000; 
know business top to bottom; anyone 
interested seeking man for less than 
$10,000 need not answer; have figures 
to back up statements; address, “E., 
4987," care of JC-K. 


TRAVELING SALESMAN; diamond line, 
diamond boxes and mounting lines 
wanted by top salesman covering Cali- 
fornia, Arizona and Nevad1; he is sin- 
gle, 35, will give you representation 
such as you seek: he is well known by 
all the jewelry buyers in that area; 
top references available; address, “F.., 
5025," eare of JC-K. 


TRAVELING SALESMAN; top watch line 
wanted by top salesman covering Cali- 
fornia, Arizona, Nevada: he is single, 
35: he will give you representation such 
as you seek; he is well known by all 
the jewelry buyers in this area: will 
relocate if necessary; top references 
available: address, “I., 5024,’’ care of 


STORE MANAGER DELUXE; 15 years 
diversified experience retail-wholesale 
silverware, china, giftware, in one of 
New York’s largest stores: complete 
responsibility buying, personnel, adver- 
tising, promotion, customer relations, 
merchandising; young, 41, reliable, hard 
working, aggressive; will relocate; 
rumeration arrangements open; ad- 
dress, “‘I., 4970," care of JC-K. 


Lines Wanted 





EFFICIENT and experienced traveling 
salesmin desires connection with ‘solid 
gold line for the Canadian market: ad- 
dress, “‘F., 5014,’’ care of JC-K. 


SALESMAN, Eastern area; seeking 
fine diamond or gold line to sup- 
plement present quality watch line; 
experienced with good following; 


address, “494,” care of JC-K. 


SIDE line of findings, gold, sterling silver 
and gold filled: experience with good 
following; 8 years traveling, New York 
through to North Carolina: address, 
‘“*M., 3083,’’ care of JC-K. 


EXPERT JEWELER well introduced in 
the Canadian market desires connection 
with jewelry company to_ establish 
branch in <enace; address, “‘P., 5015,”’ 
care of JC 


MFG. REP.: California, Arizona, Nevada, 
New Mexico since 1946, wants short 
compact popular priced quality lines; 
selling to retail jewelers trade; address, 
““G., 4726,’" care of JC-K. 


SALESMAN covering better jewelers, 
etc. in the Southeastern States, wants 
a fine line of religious goods in ster- 
ling, solid gold; address, “R., 4996,” 
eare of JC-K., 


ALESMAN excellent following, seeks 
volume ring line for New York, New 
Jersey, Penna., Conn.; well established 
line preferred; address, ‘‘G., 4905,"’ care 
of JC-K. 


TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO and ARKANS SAS rep- 
resentation available: Write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men’s Association, 
c/o David Shapiro, Executive Director, 
1710 Jackson St., Dallas 1, Texas. 


SALESMAN, 
for representation, 
Arizona, New Mexico, part of Texas 
and Nevada; have strong following 
with jewelry stores and department 
stores; write what you manufacture 
and territory open; address, “‘G., 4722,’’ 
care of JC-K. 


experienced; now available 
covering Calif., 




















SE SCE AINE RRNA Re ACRE OO MEN ORE 
Side Lines 











MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following; commission basis: ad- 
dress, “K., 4745, ”’ care of JC-K. 


S. SALESMEN: : 
following among rated 
non-competitive; commission: 
“H., _ 4967, ’ care of JC-K 


all territories; must have 
retail stores: 
address, 


WE LL KNOWN, fine watch house, offers 
Eastern territory for top representative 
with following among better jewelry 
stores only; liberal draw and good fu- 
ture; address, “*E., 4965," care of JC-K 


SALESME} to sell popular priced 10K 
gold dll men’s, boys’, misses’ chil- 
dren’s, stone-set and signet rings to 
wholesalers: commission basis: LOUIS 
BLE IBERG, 30 Court St., Newark, N. J. 
SALESMAN covering South to handle 
manufacturers top line of small and 
large 14K charms, priced right: cata- 
log; address, “*M., 5026,"’ care of JC-K 


MIDWEST territory open for ex- 
perienced man to carry fine gold 
jewelry line in well established area; 
excellent opportunity for right man 
to join top notch firm; commission; 


address, “J, 5004,’ care of JC-K. 


SALESMAN; California or Pacific Coast, 
selling retail jewelers to represent 
manufacturer of 14K gold filled & ster- 
ling silver ladies’ and men’s jewelry: 
commission; established accounts; ad- 
dress, “S., 5039,"’ care of JC-K. 





SALESMAN for an outstanding and orig- 
inal line of 14K charms at popular 
prices; all territories open: calling on 
retail and department stores; drawing 
against commission; address, ag 
4977,"" care of JC- 


SALESMAN: Southern States; selling re- 
tail jewelers; to represent manufac- 
turer of 14K gold filled and sterling sil- 
ver ladies’ and men’s jewelry; commis- 
sion; established accounts, address, “‘S., 
5038,"" care of JC-K. 


SALESMEN with established territory 
to carry a popular priced gold ring 
line; commission; state experience, ter 
ritory and references; SCHWAR TZ 
JEWELRY CoO., INC., 850 Elk St., Buf- 
falo 10, N. Y 

SALESMEN: established following among 
exclusive specialty shops for expensive, 
individual line of handcrafted gold and 
silver jewelry, sculptured gold wedding 
bands: MARJORIE ECKELS, 116 Fair- 
lawn Drive, Berkeley, Calif. 


EXPERIENCED West Coast salesman 
with following wanted to carry out- 
standing 14K ladies and mens jew- 
elry line, in Denver, West territory ; 
many accounts in area; commis- 
sion; address “C, 5003,” care of 


JC-K. re 
SALESMAN for the Middlewest, to 


carry manufacturers line of 14K 
yellow and white gold pearl rings, 
fancy ring mountings and inexpen- 
sive diamond fancy rings; when re- 
plying give references; address, 


496,” care of JC-K. 


SALESMAN wanted for New England, 
New Jersey, part of New York and 
Penna.; 45 years of manufacturing of 
seg and gold diamond rings and 
ancy pieces; catalog issued; TENEN 

BROTHE RS, 36 W. 47th St., New York, 

. J 


N 








 eeccheony 


SALESMAN; 


Middle West, 
to carry a side line of compact but 
good selling styles of 14K diamond 
fancy rings, pearl rings and fancy 
ring mountings; commission basis; 
state references when replying; ad- 
dress, “497,” care of JC-K. 
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SALESMAN wanted to represent manu- 
facturer of extensive line of mountings 
consisting of engagement and wedding 
ring sets, fancy and cocktail rings, 
fancy wedding rings, pendants, pearl 
rings and earrings; 10% commission 
basis; most territories open; address, 
“M., 5029," care of 3K. 


SALESMEN, if you are calling on credit 
jewelers and carry no more than two 
lines, we offer a line of imported port- 
able tube and transistor radios of ex- 
ceptional quality; this line merits at- 
tention of well known salesmen of good 
references who have entry to best rated 
stores; state territory and references; 
address, ‘‘S., 4991,"’ care of JC-K. 


SALESMAN to sell retail jewelers in Illi- 
nois, Indiana, Michigan, Minnesota and 
Wisconsin: the most complete line of 
gold rings and gold and gold ijlled jew- 
elry; many established accounts in the 
territory; only a first class, experienced 
man need apply; give complete infor- 
mation in first letter; address, ‘‘B. 
5002."’ care of JC-K. 


SOUTHERN SALESMAN for second 
line; Southern resident preferred 
for fine quality diamond watch and 
diamond attachment line; have sold 
the best Southern jewelers for the 
past 25 years; commission basis, 
established accounts; replies strictly 
confidential; SUSSMAN & MED. 
NEY, INC., Perraux Watches, 15 
Maiden Lane, New York, N. Y. 


SALESMEN: (2) Texas, Louisiana, Okla- 
homa & N. Carolina, Florida; for Coun- 
try’s leading importer silverplate, pew- 
ter, stainless; clientele already estab- 
lished among medium-best dept. stores, 
jewelers, gift shops: representatives 
may carry additional line sterling or 
glass/china; silver experience helpful; 
reply fully, address, ‘‘E., 5040,.”"’ care of 
JC-K. 





IF YOU TRAVEL North of the Mason 
Dixon line or West of the Rockies, we 
have a single non-conflicting item that 
will appeal to your jewelry and gift 
shop accounts; you will get a handsome 
commission on orders and reorders: 
write advising territory; we will send 
free sample with details; vour 
held confidential: GOLDNER 
CIATES, Box 2703, Nashville, Tenn. 


COSTUME JEWELRY manufacturer 
selling direct to retail stores for over 
10 vears, now revising territories; 
wants only experienced men calling 
on retail jewelry and_= specialty 
shops; we have a 2 case line and 
pay 12% commission; we are one 
of the top manufacturers of prong 
set rhinestone and colored stone 
merchandise; also beaded and ma- 
nipulated goods; will consider only 
men with previous experience sell- 
ing costume jewelry; give full de- 
tails as to territory covered and 
firms worked for, etc.; address, “L, 


4974,” care of JC-K. 


Help Wanted 


WANTED; salesman for aggressive credit 
store; opportunity for advancement; 
must be able to sell: write experience: 
GAY JEWELERS, CARLISLE, PA 


EXPERIENCED SALESMAN wanted: 
following preferred for 14K cultured 
pearl and stone rings: no objection if 
carries other line; address, “‘E., 5005,” 
eare of JC-K. 


OPPORTUNITY for man capable of set- 
ting up and supervising watch repair 
departments for an important jewelry 
chain; state age and experience; ad- 
dress, “F., 5041," care of JC-K 
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SALES SMAN, good appearance with at 
least 5 years experience for exclusive 
high class jewelry store; write giving 
full particulars; address, Vin 40 
care of JC-K. 


MANAGERS AND SUPERVISORS 
wanted to join large credit jewelry 
chain operating in 6 Southern States; 
high starting salary; experience re- 
quired; age limits 25-40; address ‘“‘F., 
5031,"" care of JC-K 


IUNG MAN, 21-25 years old as assis- 
tant to production manager of ring 
mounting house; good at figures; typ- 
ing essential; address, ‘“‘C., 4994," care 
of JC-K. 


JEWELER; diamond setter and repair 
man; must be reliable; give age, 
references, experience and salary 
— address, “B, 5043,”’ care 
C-K 


WATCHMAKER, experienced: five day 
week; ideal working conditions in 
Northern Ohio City, permanent job: 
State age, experience, silary expected, 
in first letter; address, “‘R., 2165." care 
of JC-K 





SALESMAN for South Atlantic States 
with following among retail jewelers, 
dept. stores, gift shops, etc. to repre- 
sent well known popular price line of 
silver plated hollowware and chrome 
giftware; commission basis: address, 
“K., 5023,"’ care of JC-K 


SALESMEN: well known diamond ring 
house wishes to add to sales force, for 
the South and Middlewest: liberal com- 
missions, liberal drawing account: one 
with following: write giving full de- 
tails in first letter; address, ‘‘R., 5012,” 
care of JC-K. 


JEWELRY SALESMAN: new short 2 
tray specialty line from Germany; will 
pay you an extra $10.00 commission on 
every call; all territories open except 
East Coast; GERMAN-AMERICAN IM- 
PORT CO., 3033 Hamilton Ave., Balti- 
more 14, Mad. 


MANAGER-BUYER; credit jewelry store, 
Ohio City, 300,000 population; locally 
owned: must have top references and 
must be top salesman; liberal salary, 
plus profit sharing interest for the right 
man; confidential; for personal inter- 
view write ‘“‘W., 4966," care of JC-K. 


RELIGIOUS jewelry salesman with re- 
tail following for Baltimore, Wash- 
ington area; many active accounts; 
catalogue available for additional 
sales; 12144% commission; only 
applicants who can offer extensive 
coverage need apply; address, “L, 
5032.” care of JC-K. 








BUYER AND MERCHANDISER of 
diamonds, watches and better jew- 
elry; excellent opportunity for 
qualified person in a progressive, 
promotional operation; Gemoligist 
preferred; all replies to APEX INC., 
495 Central Ave., Pawtucket, Rhode 
Island. 

DIAMOND RING Salesman, for the 
South, with well established trade 
to carry our extensive line of dia- 
mond rings and diamond watches; 
wonderful opportunity for the right 
man; address, H. HAMBURGER 
CO., INC., 22 W. 48th St., New 
York 36, N. Y. 





AGGRESSIVE SALESMEN to carry 
compact ladies and gents sterling 
and gold filled ring line, on com- 
mission basis to retailers; com- 
petitively priced to insure sales; 
give full background and territory 
covered in first letter; address, “L, 
5013,” care of JC-K. 














SALESMAN WANTED for Southwest 
territory; line consists of popular priced 
delivery and sample diamond rings: 
must be resident of the area and will- 
ing to travel by car; following impor- 
tant; draw against commission; non- 
conflicting line Stooptanie; write, “‘K., 
4989,"" care of JC-K 


SALESMAN WANTED for Middlewest 
territory; line consists of popular pric ed 
delivery and sample diamond rings 
must be resident of the area and will- 
ing to travel by car; following impor- 
tant; draw against commission: non- 
conflicting line acceptable; address, ‘‘H., 
4988,"" care of JC-K. 


HERE IS YOUR OPPORTUNITY to join 
an expanding credit jewelry chain, as 
assistant manager and earn $6000 plus 
commission, with opportunity to take 
over full management at higher re- 
muneration; forward résumé with pic- 
ture to ACE CREDIT JEWELERS, 
5442 E. Grand Ave., Dallas, Texas. 


WATCHMAKER, experienced and reli- 
able; one that can do some jewelry re- 
pair work; fine oppportunity for right 
man; will pay salary or lease estab- 
lished watch and jewelry departments 
on commission in 2 stores; forward 
résumé and picture; address, “‘A., 5030,"’ 
care of JC-K. 


RETAIL SALESMAN; dependable man, 
experienced in selling diamonds, 
watches, jewelry for Connecticut, regis- 
tered jewelery store; perminent posi- 
tion; state qualifications and salary de- 
sired; all correspondence strictly con- 


fidential: address, ‘“‘S., 5022,"" care oj 
JC-K 


EXPERIENCED store manager for high- 
ly promotional retail credit jewelry 
store in Rockford, Ull.; must know ad- 
vertising, good window displays, cred- 
its, skips; top salesman; full particulars 
first letter; send photo, salary de tng 
replies confidential; address, ‘‘E., | 
care of JC-K. 


HERE 1S YOUR OPPORTUNITY to Join 
an expanding chain as an assistant 
manager and earn 6000 dollars and 
more with opportunity to take over full 
management at a higher remuneration; 
2 positions are available; forward ré- 
sumé with picture to “M., 4872,” care 
of JC-K., 


SALESMEN: If you are a money- 
maker but want to make more and 
you are an experienced diamond 
ring salesman with good following 
either in the East or South, write 
o, “C, 4990,” care of JC-K; draw- 
ing a/e and commission offered by 
top notch diamond ring house with 
established trade. 

WEST COAST SALESMAN for fine 
exclusive watch line with retail 
jeweler following; liberal living and 
travel draw; opportunity for perma- 
nent position with reputable com- 
pany; full particular first letter; 
send photograph; replies confiden- 
tial; address, “F, 4776,” care of 
JC-K, 

JEWELRY “SAL ESMAN: naitaiadie 
distributed line of fine 14K gold 
charms, bracelets and cuff links 
has openings for salesman to cover 
Texas and Midwest territory; must 
be top man with experience; com- 
mission basis, drawing arranged; 
send full resume to P. O. BOX 2307, 
New York ys i ae 


SALESMEN: one for Ark., La., Okla., 
Texas, except El Paso; and one for 
complete South; top imported silver- 
plated non-tarnishing line of hollow- 
ware and imported cut crystal; must 
have experience and following contact- 
ing department stores, jewelers, job- 
bers, etc.; —— address, ‘‘A.., 
5035.” care of o> 
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AN EXPERIENCED 


SALESMAN TO SELL 


STORE manager 
that has proven himself capable of 
managing a store doing at least $250,- 
000 profitably; expanding chain will 
make it worthwhile for you to con- 
sider change; send photo with résumé; 
all correspondence with princ ipal only 
and confidential; address, “E., 4873,’ 
care of JC-K, 


sterling silver, 
flatware and hollowware; also qual- 
ity pewter including Williamsburg 
Reproductions for Midwestern 
states: should have kindred line or 
lines and be familiar with quality 
jewelers and better department 
stores; address, THE STIEFF CO., 
Wyman Park Driveway, Baltimore 


ll, Maryland, 


RUDOLPH’S DEPENDABLE JEWEL- 


ERS; one of the largest and oldest 
jewelry chains in East, with head- 
quarters in Syracuse, N. Y., need 
young aggressive credit jewelry 
salesmen who aspire to become 
managers; good starting salary, un- 
limited opportunity, pension plan; 
Write S. W. RUDOLPH, 541 S. 
Clinton St., Syracuse, N. Y. 


MANUFACTURERS AGENTS and 


WATCHMAKERS 


WANTED: 


WONDERFUL 


I 


multiple line salesmen calling on 
retail jewelers in New York, Penna., 
Ohio States and New England area; 
exceptional opportunity; non-com- 
petitive new service; guaranteed to 
tarnish-proof silver holloware; 
many prominent accounts now 
opened; commission basis; write all 


details to, “H, 4995,” care of JC-K. 


and 
agers; openings in 
jewelry repair departments in 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions; high pay: 
State age experience. People’s Watch 
Repair Company, 245 23rd St Toledo, 
Ohio. 


department 
leased watch 


man- 
and 
leading 


Kxperienced diamond assorter; 
leading California diamond ring manu- 
facturer seeks an experienced diamond 
assorter familiar with all phases of the 
business; “‘Permanent Position” this 
position will afford the right man top 
salary, plus an excellent opportunity 
for advancement; only men with proven 
experience need apply: write giving 
full partic ulars; THE W. F. SEBEL 
(O., 315 W. Fifth St., Los Angeles 13. 
Calif. 


OPPORTUNITY for dia- 
mond salesman; Perel & Lowenstein, 
one of the country’s leading retail jew- 
has an opening for a top-notch 
experienced diamond, watch and jew- 
elry salesman at our Memphis Tennes- 
see store; excellent starting salary, un- 
limited opportunity for advancement. 
many employee benefits: write us and 
give full and complete history of ex- 
perience and qualifications; all replies 
treated in strictest confidence: PEREL 
& LOWENSTEIN, Attention, MR. E 
~ PONTIUS, 144 8S. Main St., Memphis, 
enn, 


elers, 


\YNAMIC line for jewelry 
tail following: sell 


salesmen: re- 
patented Vari-Gem 
ladies’ and gents’ gold stone ring line 
with the amazing interchangeable 
stones; exclusive feature; retailer him- 
self can switch & set a variety of 
stones in a Vari-Gem ring in 60 sec- 
onds increases sales, reduces inven- 
tory; compact line; excellent commis- 
sion; territories open, New England, 
New York State, Penna. (excluding 
metropolitan Phila.), New Jersey, Illi- 
nois, New York City: DAVID P FEF- 
FER CO., INC., 106 Fulton St., New 
York 39. N. Y. 
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NATIONALLY 


MANAGER-SALESMAN; 


KNOWN diamond ring 
manufacturer is seeking a promotional- 
ly minded, hard hitting, aggressive 
salesman; capable of earning $20,000 to 
$30,000 a year; experience as a diamond 
ring salesman not required; this man 
must have a definite folowing among 
the top discount houses, coupled with 
a sincere desire to make a permanent 
‘‘profitable’’ connection with an Inter- 
national firm, rated AA1; if vou are this 
man, write giving full particulars and 
territory references to ZENITH RING 
MANUFACTURING CO., 315 W. 5th 
St., Los Angeles 13, Calif: a division of 
the W. F. SEBEL CoO.; all replies con- 
fidential. 


wonderful op- 
portunity for reliable, experienced, 
capable, top flight high calibre man; 
excellent potential and steady position 
with established and growing Southern 
Florida concern; engaged in retail sales, 
diamonds, fine and precious jewelry, 
silver and china to a high class clien- 
tele: salary, incentive and bonus com- 
mensurate with experience, ability and 
background; write fully including com- 
plete resume and recent photo; appli- 


cant must stand rigid and thorough in- 
vestigation: 
fidence: 
IC-K 


replies held in strict con- 


address, “B., 5037," care of 


LIFETIME OPPORTUNITY for young 


aggressive salesmen or present 
store managers; Friedman’s Jewel- 
ers, operating 58 stores from N. C. 
to Fla., and opening 9 more, offer 
top salary, major medical benefits, 
life insurance, retirement plan and 
paid vacation; if you want to re- 
locate and manage a Friedman Store 
write at once, stating age, experi- 
ence, salary now making and de- 
sired starting salary; enclose recent 
snapshot; write S. K. FRIEDMAN, 
FRIEDMAN’S JEWELERS, 37 
Peachtree St., Atlanta, Georgia. 





WATCH SALESMEN for Metropolitan 


New York, New York State, New 
England and Middlewest Areas; the 
men we're looking for are top-notch 
salesmen with an established fol- 
lowing among better jewelers; they 
will carry one of the foremost na- 
tionally advertised lines of Swiss 
watches starting at $71.50 retail; 
we are currently embarking on an 
expansion program and will back 
them to the hilt; theyll work with 
a progressive management and will 
draw liberal commissions; a strong 
national advertising program will 
aid them the year ’round; write in 
detail; our sales force knows of this 
ad; address, “M, 4983.” care of 
JC-K 
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WELL ESTABLISHED jewelry 
plenty of repair 


ISTABLISHED 


For Sale 


Stores, Stocks and Businesses 


JEWELRY STORE on 
Northern California Coast: wish to re- 
tire: modern building and lone Rwy 
lease: address, “‘H., 4806,’’ care of JC-K. 


STABLISHED credit jewelry _ store, 
Cleveland, Ohio; in-town shopping cen- 
ter; inventory, air conditioner, modern 
fixtures: priced right, $15,000; address, 
*L., 4968,"" care of JC-K. 


STABLISHED 
pairs; town of 2000; clean 
lines, low rent, in best location; $7500 
includes $5000 stock; other interests; 
address, ““T., 5021,’ care of JC-K, 


good re- 
stock, top 


jewelry store; 


store; 12 
fully equipped, 
work: located in one of the fastest 
vrowing suburbs of Los Angeles: ad- 
dress, “‘W., 4978,’’ care of JC-K. 


Vealrs, 


JEWELRY STORE: 


East, Central Penn.; 
6000, no competition; 
stock & fixtures; ex- 
low rent; address, “G., 
care of JC-K, 


population over 
$6,000, jewelry, 
cellent location, 
4980,”’ 


MODERN JEWELRY STORE in West 


Texas; going business, 4 years old; 
clean stock, all new blond fixtures; 
large repair department; good 
lease; details furnished on request; 


Box 338, Midland, Texas. 





LONG ISLAND 








jewelry-clock store; 
fine reputation; watchmaker’s op- 
portunity; price under $10,000; 
cash only; sacrifice due to owner’s 
death; MRS. F. KAUFFMANN, 202 
Main St., Port Jefferson, N. Y. 





ESTABLISHED 


JEWELRY STORE, for sale; lone 








BUFFALO, 


ESTABLISHED, 


MALL mfg. 


ORANGE COU 


MID DEI 


SELL 





Jewelry store Central 
Ohio; rapidly growing Town: new fix- 
tures, air conditioned; only jewelry 
store in Town; top franchised lines: 
ideal for watchmaker: address, “B., 
5000," care of JC-K 


estab- 
lished, of finest reputation, in financial 
district of New York City; fine clien- 
tele; inventory about $18,000; owner 
wishes to retire; address “J., 5045,’ 
care of JC-K. 

NEW YORK; jewelry store; 
$14,000, near 4 hotels, 7 office bidgs.; 
plenty of Canadian trade; $30,000 gross 
sales one million people in area; 19 
year following: address, ‘G., 5036,’’ care 
of JC-K. 


modern, jewelry and 
store in rapidly growing commu- 
of 4500 in Northern Ohio; $12,000 
can be cut; excellent repair 
ROBERT E. DAILEY, 
Sylvania, Ohio 


gift 
nity 
inventory 
department; 
5632 Main St., 
shop catering to retail cus- 
tomers; an ambitious man can pick up 
plenty of stores trade work: am over 
70 years old and want to retire; cheap 
for cash sale; Ly years same e Met 
F. F. MEISTE MFG. JEWELE ca 
W. Huron 8t., ‘Bontiac 14, Mict 


NTY, CALIFOR NIA; 
silver and gifts 
forecasted hub of 
next 1) vears; 


jewelry, china, 
located in the 
Los Angeles population 
contemporary light walnut craggrortont air 
conditioned; top lines; store ailable 
with or without stock: addr ae, 
5001," care of JC-K. 


sAAWARE jewelry store 
5000, trading area of 20,000; 
dissolving partnership: will 
immediate sale; fixtures, 
safe, cases, lighting, etc., go with at- 
tractive store: long lease, $100 mo. 
rent, established 50 years: volume }$40,- 
000: have reduced inventory to $6,100 
which is selling price for EVERY- 
THING: only those interested in an 
excellent going business at a_ sacrifice 
price need apply; MUST BE SOLD 
MEO A SE oa address, “‘S 5042,”’ 
care of JC 


popu- 
lation of 
must sell; 
sacrifice for 
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Business Opportunities 
STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
eash buyers in the country. See ads 
below. 











L 10U IDATE? G ORDON BROTHERS! 


Flat sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ad 
below. 
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CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, III. 


AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. See page 142. 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago: since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 

AUCTION Reduce stock or liquidate 
completely; experienced, capable: best 
references; write or call for details: 
W. C. HALES, Auction Sales Service, 
461 S. Adams, Lebanon, Missouri. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. ¥. C.. over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 137. 


SAMUEL ISOW pays highest cash price 
for complete jewelry store or surplus 
stock, get my offer before selling, it is 
to your advantage: bank and trade 
references. Write 54 Lispenard St., New 
York; telephone Canal 6-5233. 


SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565 


PENN JEWELRY SALES CoO., Washing- 
ton Square Blidg., Phila. 6, Pa. Walnut 
2-257%: Auctioneers and Retail sales 
specialists of integrity since 1923; also 
cash buyers of stores: highest refer- 
ences. 


WATCHMAKER partner: 55 years old: 
store, cash & credit: excellent volume 
on repairs: fine reputation, good loca- 
tion: good opportunity for reliable 
party: A COHEN, JEWELER, 537 
Hamilton St., Allentown, Pa. 


WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services: also buy stores for cash; 
write, wire or telephone Longacre 5- 
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JEWELERS SALES SERVICE; a pro- 
fessional sales organization to serve 
you; AUCTION-ACTION; retail or 
liquidation; 25 years sales experi- 
ence; your reputation protected; im- 
mediate cash for store, stocks, 
fixtures; PHONE, WIRE, WRITE; 
512! S. Main St., Los Angeles, 
Calif.; Phone—MAdison 6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of entire 
inventories: and estates; for in- 
formation at absolutely no obliga- 
tion PHONE—WIRE—WRITE to 
DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 
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DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
you are under no _ obligation; 
SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y¥. Tel. PLaza 7-4693. 





IDEAS UNLIMITED sale guarantees 
quick action-cash profits; our ser- 
vice costs you nothing; testimonial 
letters from hundreds of jewelers 
prove the cost of each sale is turned 
into a profit by terrific extra vol- 
ume of sales profit-wise our efforts 
produce for you; every sale is care- 
fully analyzed, planned in advance 
and is under constant supervision 
of our executive staff; you can af- 
ford the best; write, wire, phone 
IDEAS “UNLIMITED,” 842 West 
Flagler St., Miami, Fla., PLaza 
7-2973; FRanklin 4-3030. 


Wanted to Purchase 








SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay vou more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 
Hancock 6-3233. 


WATCH REPAIR and =jewelry’§ store 
wanted in active section of New York 
City or suburbs; address, “L., 4838,”"’ 
care of JC-K. 


PAWNSHOP or growing cash-credit 
jewelers anywhere, doing at least $60,- 
000 yearly: state full particulars: con- 
fidential: address, ‘“‘B., 4979,’ care of 
JC-K. 


WANT TO BUY retail cash or credit 
store in Eastern States now doing a 
substantial volume nothing less than 
$100,000 vearly will be considered; deal 
with principals only: completely con- 
fidential address, ‘‘M., 4874," care of 
JIC-K., 


SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade -in 
watches, jewelry, old gold; money by 
return mai! for all makes and models 
in trade-in watches in any quantity; 
all shipments held intact for 
approval; ref. Dun & Bradstreet 
National Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 


SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 


Randolph 6-7390. 








SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry ; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 


Randolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Special Order Work and 
Repairs for the Trade 


WHEELS and pinions cut: prompt and 
guaranteed service: estimates and price 
list on request. The Clock Shop, 10s 
2nd St., S.W., Charlottesville, Va. 


WATCH REPAIRING for the _ trade; 
reasonable prices, electronically timed: 
FARRELL CROSS, c/o CROSS 
JEWELERS, official ; & O Watch 
Inspectors; Gassaway, West Virginia. 


FINE watch repairing for the trade: all 
work guaranteed for one year; 3 to 6 
days service; Watchmaker tested; rea- 
sonable prices. A. . Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill. 


BOSTON, MASS.; expert and guaranteed 
watch repairing; Watchmaster tested; 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer S8t., Tel. Hu 2-9547. 


REPAIRERS OF THE IRREPARABLE: 
restoring china, glass, silver, ivory, 
tortoise shell, miniature fans, dresser 
sets; jewelry: HESS REPAIRS, 168 FE. 
33rd St., New York City, N. Y 


DEPENDABLE — fast—economical; 
watches safe guarded in Holmes 
vaults; all work wateh-master test- 
ed; ask for price list or send trial 
order; Ticke Watch Repair, 962 
Flatbush Ave., Brooklyn 26, N. Y. 


RELIABLE TRADE watch repairing: ex 
cellent service: electronically timed: 
cases polished; work guaranteed; rea- 
sonable prices: all watches insured; J 
CAPARO, 16 E. Wood St., Norristown, 
Pa. 


COMPLICATED watch specialists: fine 
watch repairing to the trade; five days 
service; all watches timed, tested and 
ruaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 KE. Dela- 
ware Place, Chicago 11, Ill. 


CHRONOGRAPH, WATCH, CLOCK, 
Vibrograf timed; serving the trade 
since 1930; “Quality is our WATCH- 
word!” KENNETH H. BOGERT, Cer 
tified Watchmaker, Titusville, New 


Jersey. 


EXPERT WATCH REPAIRING; one 
year guarantee; one week service 
cleaning and overhauling $1.75; clean- 
ing and main spring $2.50; cleaning 
balance staff $2.75; Precision Watch 
Repair Co., 817 6th Ave., New York 1, 
am 2 


WATCH REPAIR FOR THE TRADE; 
all work backed by one year written 
guarantee; all watches timed and 
tested; free pick-up and delivery ser- 
vice within a 50 mile radius of the 
Wentzville, Missouri area: SELLERS 
& HOLLANDER, Box 399, Wentzville, 
Missouri. 
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Want Fast Action 
BUCKAROOS 7 


"Wanna relocate--get rid of 
something--hire somebody?" "Got 
a special service you want to 
sell like watch repairing, 
jewelry repairing, engraving, 
or perhaps auctioneering OT DD 
or sales’ promoting?" yD? o> 
= ALT 
If you do, and you : cecmmmmrmmmne 
acti merge en ZZ sala aE eer esers NCS 2 
action, then mosey on — | NO es 7 
over to the classified | S 4 SS = 607 F; 
section of The Jewelers* , 
Circular-Keystone right in 
this issue! The rates 
are downright cheap LEER. NS 
regardless of how much 0 —O—FD MD FINS = 
you want to say. Nas B—X—e,.-//H{Jh SSS 


VN SS — 


Malt . 4 
CCQ ed 


IT, OAS 


S Z Z ( SS 
. Erg Yi — 
So, don't be timid. .(|::). “Sz Ate | 


Send in your 7 , r: : i Ge | Al y PK | 
classified ad now. = <= jfi:’s / @ ll “i 
There must be me S: Hy al) A 
something you wanna .. : : CH 
sell, or buy! ree 


want-ads 


Turn to Page 157 
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INDEX TO ADVERTISEMENTS 


“This advertisers’ index is published as a convenience and not as part of the advertising contract. Every care will be 
taken to index correctly. No allowance will be made for errors or failure to insert.” 


A 


Abrahams, Raymond 
Acon Watch Crown Co. 
Amerex Trading Corp. 
American Time Products, 
Antin’s 

Arch Crown Tag, Inc. 
Arlen Trophy Co. 
Automatic Chain C 


B 
3aldwin Bracelet Corp. 
Barraso & Blasi, Ine. 
Beattie Jet Products, Ince. 
Becken, A. C., Co. 
Becker-Heckman Co., Inc. 
Bieler, J., Promotions 
Borel, Jules, & Co. 
Borrelli, L., Corp. 


Braunfeld, Harry 
Bridal Ring Co., Ine. 
Brill & Colmes 
Buehner-Wanner, Ine. 


Carl-Art Ine. 
C 


‘hicago Printed String Co. 
‘hurch & Co., Ine. 


‘lassified Ads 


‘lebar Watch Agency 

obb, W. R., 

‘Olumbia Tru-Fit Diamond Rings 
Copeland & Thompson, Inc. 

Croton Watch Co., Inc. . .6-7-18-19-44-45 
Crysler Watch Co. 


Cultured Pear] Assn. 


D 
Davidson & Sons Jewelry Co. 
DeBeers Consolidated Mines, 
D’Elia, B., & Son 
Dennison Mfg. Co. 
Doulton & Co., Inc. 


Doxa Watch Co. 


Ebeling & Reuss Co. 
Ebertin, Georges 
Eureka Mfg. Co. 


Fausett, Thomas J. 
Felsenfeld, Jack J., Inc. 
Field, Arthur 


Fisher, J. M., Co. 
Fondeville & Co., 
Fostoria Glass Co. 


Freed, Edwin, Inc. 
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G 
General Electric Clock & Timer 
Dept. 
General Plate Div. Metals 
Corp. 
Golden Shield 
Goldner Associates 
Goldstein-Gerson Co., Inc. 
Goodman, Julius, & Son 
Gorham Co. 
Grassman Blake, Inc. 
Grey Industries, Inc. 
Guiness, Louis F., Ine. 
Gulton Industries, Inc..Inside Back Cover 


H 


Hamilton Watch Co. 
Hammel-Riglander & Co., 
Harteveldt, Henry H., 
Heller & Heller 


Herold Radio & Electronics Corp., 
Roland Radio Div. 


Heyman, Oscar, & Bros. 
Hilton Watch Co. 
Honora Jewelry Mfrs. 
Horolovar Watch Co. 
House Beautiful 


Ideal System Co. 

Imperial Pearl Syndicate 
International Camera Corp. 
International Nickel Co., Inc. 
International Silver Co., 


Inside Front Cover 


Ipekdjian, Inc. 110-111 
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Juergens & Andersen Co. 


Kahn-Jacobson, Inc. 
Karlan & Bleicher 
Kingsly Machine Co. 
Kupper, Herman, Co., 


L 
Levine, William, Co. 
Leys, Christie, & Co., 
Lindley Box, Div. of Federal Paper 
Board Co. 
Longines-Wittnauer Watch (¢ 


Maddock & Miller, Inc. 
Mason Box Co. 

Mastaloni, Anthony, & Co. 
Mastoloni, Frank, & Sons 
Monarch Marking System Co. 
Motorola Co., Inc. 





N 
National Cash Register Co 
Newall Mfe. Co. 
New Hermes, Inc. 


Oneida Ltd. 
Opalite, Inc. 
Oris Watch Agency 


Pacific Industries 

Panther International Ltd. 

Philco Corp. 

Polishook, K., & Son Corp. 
Preformed Parts, Inc. 

Pries, H. P., Engraving Machine Co.. 


R 


Racine, Jules, & Co., Inc. 
Richheimer, Jerome 
Robinson, Barnett, Inc. 


Sauer, A., & 

Schick, Inc. 

Scripto (Vu-Lighter) 
Seaborn Cultured Pearl Co. 
Sessions Clock Co. 

Shriro Ine. 

Silver City Glass Co. 
Silverman Sales Enterprises 
Slutzky, Edward, Inc. 
Spector, William & Sydney 
Strygler, H. S., & Co. 
Syracuse Chika Corp. 


Tagon 
Transistor World Corp. 


Traub Mfg. Co. 


S. Steel Corp. 


Ventura-Assael & Co. 


Ww 


Wallace Silversmiths 

Want Advertisements 
Watchbands, Inc. 

Watch Stones Co., Ltd. 
Watchmakers of Switzerland 
Wedgwood, Josiah, & Sons, Inc. 
Wefferling, Berry & Co., Inc. 
Wells Mfg. Co., Inc. 

Widess, Il, & Sons 

Winson, Chas. F. 
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ONE INSTEAD OF TWO 


Retail jewelers ... are retail jewelers. .. are 
retail jewelers. 

With apologies to Gertrude Stein, this just 
about sums up what seems to have been happen- 
ing lately in our business. Many of the old lines 
of distinction between “cash” jewelers and “in- 
stallment” jewelers have been erased, little by 
little. 

And with these differences lessening, the recent 
merger of the two old associations—one “cash” 
and the other “credit’”—into the Retail Jewelers 
of America, Inc., makes a lot of sense. 

Not long ago, if you asked any jeweler, “Do 
you consider your store primarily cash or in- 
stallment credit?’ you could count on an im- 
mediate and unqualified answer one way or the 
other. 

But today many jewelers thoughtfully reply, 
“50-50,” or “it’s 60 per cent credit and 40 per 
cent cash,” or “we do 60 per cent cash and about 
40 per cent credit.”” Many times their answers 
do not agree with the way they have identified 
themselves for listing in the Board of Trade 
Reference Book. A business which is identified 
there as a credit store may say, on being ques- 
tioned today, that 80 per cent of its volume is 
“cash.” Or a concern which is listed as cash will 
tell you that 70 per cent of its sales are on install- 
ment credit. 

Terms of sale no longer separate the industry 
into two camps. Nor does the type of merchan- 
dise carried. Checking with JC-K subscribers in 
the state of Ohio, just recently, it was discovered 
that much non- jewelry merchandise formerly 
associated with installment credit jewelers is now 
stocked and sold by a surprisingly large propor- 
tion of “cash” stores. 

For example, 15 per cent of these so-called 
cash jewelers offer cameras—and 32 per cent of 
the same cash stores handle electrical appliances. 

Yes, it looks as if the retail jewelry trade, after 
40 years of being split down the middle, has be- 
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come one business. This turn of events is a good 
thing. With closing ranks, a stronger industry 
is in the making. 


SHOPPER-CREDIT CARDS 


Customer-credit plans, sponsored by the banks, 
may further reduce distinctions between “cash” 
and “credit” jewelers. How these plans work is 
told in an article starting on page 60. 

“Cash” jewelers who join such a plan have op- 
portunity to offer long-term credit with several 
advantages to themselves: immediate cash for 
the accounts (less a fee of 5 or 6 per cent to the 
bank) ; no money tied up in receivables; no credit 
losses; and no bookkeeping expense. Whenever 
accounts average more than 90 days, the store 
could be money ahead by turning over accounts 
to the bank. 

On the other hand, jewelers who depend on 
add-on sales would certainly want to let custom- 
ers pay at the store. And many customers, espe- 
cially in industrial areas, prefer weekly payments 
which the banks are not ready to accept. 

The long-term future of these plans is any- 
body’s guess. If nearly every store someday 
participates in such a plan, and if nearly every 
family does most of its shopping with bank- 
sponsored credit cards, would there be a net 
increase in total retail sales and in participating 
retail jewelers’ sales? If not, would the banks 
themselves be the chief gainers? 

It’s too early, of course, to look that far ahead. 
Meantime, here is a bit of advice from Arnold 
A. Schiffman, president of RJA. Asked whether 
he would advise jewelers to join a bank shopper- 
credit plan, he answered: 

“T would be inclined to try it and see how it 
works out.”’ 


mild Wiece 


EDITOR 
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a ‘ Life Lise never lead Litsiatis pe : 


i . - cause it recharges when plugged 
4 - into any 110 AC outlet—it has | 
FATHERS. ‘  Siie sppeat to sportsmen, home 


owners, car owners. Life Lite ee a 
D AY unique and compact shape which fits 
all pockets or glove compartment. It is 
handsome, in a two-tone gray with golden 


trim finish and each flashlight is gift-boxed. 


Dromotio | | * MADE IN U.S.A. » USES STANDARD BULB 


Life Lite 


RECHARGEABLE FLASHLIGHT 


75 ey . : j, | re i ae 
Came Wis 
‘ <a a> > 


S ’ Guaranteed by > 
re Housekeeping 


a) dl fO & M / / a Oly. ae oT as ADVERTISED yess 
Rt "’ —_ SILHOUETTE 


te Lito: RECHARGEABLE FLASHLIGHT 


In Pink with Golden Trim 


Beautiful and compact, Silhouette fits 
easily into purse, pocket or glove 
compartment—never leaks or corrodes— 
recharges in any 110 AC outlet. 


IRECHARGEABL = * a ALKALINE 
_ faikbight Gulton industries, inc. BATTERY 


Metuchen, N. J. DIVISION 





ONEIDA SILVERSMITHS—the first name in fine tableware.. 


INTRODUCES 


y 
TY Fatt if ‘ 
DRAMATIC FREE DISPLAY with initial two-set purchase. 
This ensemble is a traffic getter when used in the win- 
dow or on the counter. Handsome display card 13’"x 17”, 
red velvet fabric, gift boxes with stand-up price card. 
Knife, fork and teaspoon displayed under clear acetate. 


$295 


Regular vaiue will be $450 


3-PIECE PARTY SET 
INTRODUCTORY OFFER 


e Bulids store traffic 
e Lets customer see Fliirtation on her table 
e Gives opportunity to sell a complete service 


PLUS FREE CIRCULARS AND NEWSPAPER MATS TO HELP YOU SELL 


! ROGERS & 
SILVERPLATE 
by ONEIDA Ltd 


Oneida does it again . . . designs an exquisite 
contemporary pattern for your customers who 
want outstanding quality and lasting beauty at a 
sensationally low price. Flirtation* is destined to 
be another top seller according to extensive 
pre-tests across the country. Customers recognize 
this famous name, appreciate the fine beauty and 
careful craftsmanship. And you make full profit! 
52-pc. service for 8 in gift box, $39.95; in protective 
chest, $49.95; 76-pc. service for 12 without chest, 
$59.95; in handsome drawer chest, $74.95. 


Crafted by 


ONEIDA SILVERSMITHS 
& 


HEIRLOOM* STERLING 
COMMUNITY® SILVERPLATE 


eTRADEMARKS OF ONEIDA LTO ONEIDACRAFT*® STAINLESS 
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